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First Washer Guaranteed for Lie | 
-4 Ftundred Dollar Value tor %593| 


HE REGAL Washer sells easily and quickly because it offers a Bigger |} 
Value per dollar than any other washer. For $59.50 your customer f 
buys a washer that compares favorably with others selling at twice : 

its price. Moreover, she buys a washer with a Lifetime Guarantee backed | 
by millions of dollars in resources! No wonder so many hundreds of deal- | 
ers are being forced to reorder REGAL Washers so often. They are find- | 
ing REGAL Sales very profitable and particularly easy to get. Write for | 


fuller information, or ORDER A SAMPLE REGAL today. 


SRINNELL WASHING MACHINE Copp. | 
GRINNELL, IOWA | 
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TEAMWORK 


... it doubled paint sales for 


John W. Rosenberger & Co. 


**Anyone,”’ says Mr. Rosenberg- 
er, “who will give your line co- 
operation can and will make the 
success we have made of it.”’ 


ieee with du Pont is the secret of doubled 
sales in Winchester, W. Va. Mr. Rosenberger 
in his letter explains the value of handling the 
complete du Pont line, using du Pont sales helps, 


and cooperating with du Pont representatives. 


E. I. du Pont de Nemours & Co., Inc. 
Philadelphia, Pa. 
Gentlemen: 
We have always carried quality merchandise 
throughout our entire business and particularly in 
the paint end, and attribute our success with your 
line to tic following: 
Ist—The salability of your line—its quick accept- 
ance by the public. 

2d—The cooperation which vou have given us, 
particularly through your salesmen and sales 
helps. 

3d—Your merchandising ideas and the training 
which you have been able (thru your sales- 
men) to give our clerks, which have in turn 
enabled us, in many instances, to make larger 
individual sales. 


We took on the du Pont line in September, 1928, 
and the first year our purchases from you ran $12,- 
000.00. The second year our purchases were $20,- 
000.00, and we fully expect to purchase during the 
next twelve months, $25,000.00. Our purchases 
before taking on your line were approximately 
$10,000.00. 

We have always used all of your sales helps, 
Mailers, Fifty-Fifty advertising, Handbills, etc., 
and have found them all to be very 
helpful. 

We fully believe that anyone who 
will give your line the cooperation they 


PAINTS ° VARNISHES 


REG. U.S. PAT. OFF. 








EIG HT MEN sTROKING AS ONE they know the w:z 
i » ‘ a to 
win! And it’s the same in selling paint— Teamwork makes the wikner. 


should give anything out of which they are making 
money, can and will make the success of it we have. 
Very truly yours, 
JOHN W. ROSENBERGER & CO. 


HJR:R (signed) Jno. H. Rosenberger 


In all parts of the country merchants have had 
experiences very similar to this one. If you, too, 
would like to discuss ways of increasing your paint 
business, a du Pont man can show you proved mer- 
chandising plans and work with you to put them 
over. Write E. I. du Pont de Nemours & Co., Inc., 
Department B6, 1616 Walnut St., Phila- 
delphia; 2100 Elston Ave., Chicago; 
Everett Station No. 49, Boston; 351 
California Street, San Francisco. 
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Headquarters 
for a 


Complete Line 
of Boring Tools 


ie pays to concentrate on bits made by Greenlee, 

because the Greenlee shops are headquarters for 
a most complete line of boring tools. Here you find 
bits manufactured for practically every wood boring 
purpose, giving you tools to sell that will do all kinds 
of work from the boring of a small hole for an elec- 
tric wire to the large timber boring operations of the 
shipyard. With a line such as this, a mechanic who 
is satisfied with one tool will come back to your store 
for other types of the same brand. 
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Dealers selling Greenlee Bits are confident that 
their customers will be satisfied. They know that 
they are furnishing users with a real high-quality 
line—one that incorporates a little higher grade of 
steel, a more careful workmanship on every opera- 
tion and a final searching inspection of every tool 
before it leaves the shap. 


Here is a line with real possibilities that will make 
money for you just as it has for many others. Don’t 
put off writing any longer! Get a letter in the mail 
today asking for prices and literature, also telling us 
who your jobber is. 





THE GREEN MARK—A QUALITY GUARANTEE—IS ON EVERY GREENLEE BIT AND CHISEL 
Here Are a Few Types of Greenlee Bit Heads 





Ship Auger Unispur Single 


Extension Ship Auger Double 
Twist 


Lip with Screw Spur Without Screw 


District Sales Offices: San Francisco: Sheldon Bldg. 


New York: 53 Warren St. 
Boston: 34-38 Binford St. 
ee ee ene Rockford, linois.U.S.A. 
Nashville: 606 Cotton States Bldg. 


Montreal: 129 St. Peter St. 
Vancouver: 2808 39th Ave. West. 
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EXPANDED LINE OFFERS 


BOTH CIRCULATING AND 
RADIATING TYPE HEATERS 
AT PRICES THAT THROW 
THE MARKET WIDE OPEN 


ERE’S A GREAT NEW OPPORTUNITY for profitable 
H sales. Superfex Oil Burning heaters, in both Circulating 
and Radiating types, are now made in a wide variety of models, 
offering modern oil heat for every home and commercial 





building without a furnace. 


There’s a Superfex for every user of stove-heat . . . stores, 
warehouses, lunch rooms, service stations, contractors’ 
field offices, churches, schools, lodge rooms as well as 
houses. Sizes for every stove-heating job, at prices in reach 





No. 1005 Super- 
fex Circulating 
Heater. Walnut 
porcelain finish. 
of every prospect. 





1931 National Advertising of Modern vaporizing burner... safe, practical 
Superfex Heaters includes pages in The Superfex heat unit is a vaporizing burner bowl at the 





base of a welded steel drum. There are no wicks, no moving 
d f ( parts. Superfex burns No. 1 Light Domestic Fuel Oil, 
black and white... A total of over Furnace Oil or Distillate. It needs no gas or electric connec- 


27 million consumer messages. tions. Just attach it to a chimney flue and it’s ready for use. 


SUPERFEX 


color and pages and half-pages in 
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The removable fuel tank can be taken to another room for filling while 
the heater is burning. Connections for outside fuel storage tank also 
available, if desired. 


Five models listing at $39.50 to %145.00 


Superfex designs are free from cheap showy ornament. All are finished 
in brown porcelain enamel. Circulating models have porcelain enameled 
cabinets in rich grained walnut. 


Here’s abundant, uniform oil heat without ashes and drudgery, without ex- 
pensive installation . . . safe, clean, oil heat for every stove user in your 
trade area. Superfex Heaters are field-tested, proved practical. They are 
backed by Perfection’s 40 years of quality manufacture and fair dealing. 





Investigate this opportunity. The margin is good, and the Perfection 
bonus plan covers this entire new line. Send today for complete infor- 
mation. Be ready when the stove-buying season opens. 


4 
me 


Perfection Portable Heaters complete the picture 


How’s your stock of Perfection portable room heaters? 
Better check up and be ready for the first chilly weather 
with Perfections in an adequate price range and choice > 
of finishes. Be sure to include Firelight, the popular fi 


Sag SyKS 


leader that glows with the cheer of an open firethrough © 


its firebowl of Pyrex brand glass. Ask the Perfection No.1131 Superfex 
Radiating Heater. 
Walnut brown 


for you. Send the coupon today. porcelain enamel, 


salesman how to make bad weather make extra money 





* Prices slightly higher in the South, the far West and in Canada, 







PRODUCTS OF PERFECTION STOVE COMPANY 














Name 






PERFECTION STOVE COMPANY 
7610-A Platt Avenue - 
Please send me complete information about 
O Superfex Oil Burning Heaters 
O Perfection portable Room Heaters 


SEND 


Cleveland, Ohio 
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Here’s the NEW STYLE Lawn Fence — Cyclone “45” 
Chain Link. The very lawn fence your customers have 
been waiting for. At last a lawn fence fabric you don’t 
have to cut — just slip out a wire. Slip it back to splice — 
no bother, no waste. It’s better looking too — on wood or 
steel posts. Regular Cyclone quality —copper-steel, heavily 
They look for the galvanized. Feature Cyclone “45” for bigger sales. Order 


“Red Tag”— from your jobber. If he cannot supply you write direct to us. 
the mark of quality. 


Wer Cyclone “Red Tag” Lawn Fence Cyclone — Wire Screen 
The kind leading hardware deal- Highest quality. Lies flat, uni- 
ers have sold for years. Known form weave. Galvanized, paint- 

Br to home owners everywhere. | ed black, copper or bronze. 


CYCLONE FENCE COMPANY, General Offices: Waukegan, III. 
Branch Offices in all Principal Cities 
Pacific Coast Division: Standard Fence Company, Oakland, Calif. 





Bee’ | Cyclone Catch-All Basket 
feet The safe rubbish burner. An 
ipieee all-year seller to homes, 
schools, stores, etc 
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SUBSIDIARY OF UNITED STATES STEEL CORPORATION 
AMERICAN BRIDGE CoMPANY PRINCIPAL SUBSIDIARY MANUFACTURING COMPANIES Ou WELL SuprLy CoMPANY 
AMERICAN SHEET AND TIN PLATE COMPANY CotumBia STEEL COMPANY ILLINOIS Stee, ComPANY Tue Lorain Stes, COMPANY ‘ 
AMERICAN STEEL AND WirE COMPANY Cyctone Fence CoMPANY MINNESOTA STEEL COMPANY TENNESSEE COAL, IRON & RAILROAD Co, 
CARNEGIE STEEL COMPANY FEDERAL SH1PB'LDG. & Dry Dock CompaANy NATIONAL TuBe COMPANY UNIVERSAL ATLAS CEMENT COMPANY 
Pacific Coast Distributors—Cotombia Stee! Company, Russ Bidg., Sen Francisco, Calif Export Distribuiors—United States Stee! Products Company, 30 Church St., New York, N. ¥. 
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The NAME That SELLS 
WIRE BRUSHES 


Painters, Carpenters, Mechanics, Boat Owners, 
Home Owners, and all who use Wire Brushes feel 
assured of the HIGHEST QUALITY when they 
see the name Milwaukee stamped on the product. 


Each Milwaukee Brush is made for a certain 
purpose and when SOLD and USED for that pur- 
pose, no wire brushes on the market will work 
better or give longer service or satisfaction to 
your customers. 


These famous brushes are made of the Highest 
Grade Tempered Steel Wire Bristles secured to 
stay in selected hardwood blocks. They sell on 
.real merit and build permanent business. Keep 
stocked. 


JOBBERS will find us Headquarters for a general 
line of Brushes and Brooms made of Wire, Bristle 
and Fibre for the Hardware Trade. 


Dealers, please order from your Jobber. Send for 
catalog 29 and prices. 


The MILWAUKEE BRUSH 
MANUFACTURING CO. 





Milwaukee, Wisconsin 
MAKERS OF 
BRUSHES and BROOMS 
WIRE—BRISTLE—FIBRE 


No. 1801 
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STANLEY | iB 





UTILITY BUTTS 


MAYY TIMES, the requirements of your 

customers are for plain, serviceable 
hinges. It may be for inside or outside rough 
work — doors in basement partitions, rough 
cupboards, closets, or chests — a hundred 
and one different places. 


Narrow Butts No. 800 


Fast Pin 





For this purpose Stanley offers a complete line 
of Utility Butts made of Stanley Cold Rolled ma =< alae 
Steel. They are furnished in a variety of sizes, 
weights and finishes to suit any condition. 


of SEC ALEUERERT SENS NETIR 
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Stanley Utility Butts may be had 
in either Plain Steel, Sherardized 
or Galvanized Finishes. Equipped 
with either Steel or Brass Pins. 





There is a Stanley Hinge for every requirement cape dai ts: 


Fast Pin i 











Broad Butts No. 808 Reversible Butts No. 804 Loose Joint Butts No. 802 
Fast Pin Loose Pin 


“Confidence in the quality of Stanley Products is t 


built upon almost a century of satisfactory use’ 


THE STANLEY WORKS :: New Britain, Conn. 


STANLEY HAR DWARE 
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A Profitable Item 










for you 


- - - - because 
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I. There is a ready market for good fencing. 
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2. There is no dead end waste to Wickwire 
Spencer Fence. 


4 


3. The mesh is uniform and attractive. 


- 
. 
‘ 
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4. Galvanized after fabrication — Bright 
Finish. 


&- It is clean merchandise to handle. 
G. It does not deteriorate in stock. 


7. It pays a good margin of profit. 


If you have not already ordered your supply 
of Wickwire Spencer Fencing, communicate 
with us at once and we will see that you are 
supplied promptly. It’s a Profitable Item. 


Wickwire Spencer Steel Go. 
41 East 42nd Street New York City 


Buffalo Sales Office: 1 River Road 

Philadelphia Chicago Tulsa Worcester Cleveland 

Pacific Coast Headquarters: San _ Francisco 

Branches and Warehouses: Los Angeles, Portland, 
Seattle 
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EARS of experience has taught a great ma- 
jority of dealers that Zinc Insulated Fence is 


quick turnover merchandise —and far outsells any 


=, FE L § other brand on the market. 


Back of these dealers is the strongest and most 


ALL TTY LELA ed effective advertising and sales promotional cam: 


paign that makes their store fence headquarters. 


PAT. OFF. 


Write for full details covering our attractive dealer 
plan on Zinc Insulated Fences, Steel Fence Posts, 
Steel Gates, Poultry Fence, Netting, Staples, Nails 
—Wire of all kinds! 


ANY OTHE 


an 


GENE 











-» BACKED BY THE 
STRONGEST FENCE 


Guarantee 
EVER WRITTEN 
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AMERICAN STEEL & WIRE COMPANY 


208 South La Salle Street, Chicago —sussiviary oF unrren [XS srares STEEL CORPORATION And All Principal Cities 
Pacific Coast Distributors: Columbia Steel C y, Russ Building, San Francisco Export Distributors: United States Steel Products Company, New York 


———- 
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Why Waste Your Time and Money? 


BY 
E. B. GALLAHER 
Editor, Clover Business Service 
Treasurer, Clover Mfg. Co. 


Probably the most heart-breaking experience that can befall a merchant ~ 


is to wake up some morning to find that a pet line, on which he has been concentrating 
both time and capital, has been taken from him either through the establishment of a 
manufacturer’s branch or through a consolidation—years of 
effort vanish at one stroke—a lucrative business is lost. 


It is well, therefore, to know the policy of a manufacturer 
in order to avoid a future loss—seeking momentary gain is 


usually costly. 

For a quarter-century, Clover Manufacturing Co. has 
been an outstanding and aggressive exponent of legitimate 
jobber-dealer distribution. It has never deviated—has always 
been consistent—has always been a straight-shooter. 





So, in this day of consolidations—this day when the unthinking 
manufacturer is inclined to eliminate the jobber and sell direct— 
the thinking merchant will “pick Clover” for his Sandpapers, 
Metal-Cutting Cloths, Grinding and Lapping Compounds, 
because he is certain to cash in on his efforts—no problem 


will confront him in the future. 
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E. B. GALLAHER: 
Clover Grinding Compounds Clover Mfy. Co., Norwalk, Conn. 
Send Sample Sheets 


Clover Color-Stripe Abrasive Papers and Cloths 


Clover Flint Sandpaper 


BOTH REPRESENT FULL VALUES Clover Turkish Emery Cloth : 
BOTH CARRY FULL PROFITS | Clover Aluminous Oxide Cloth 
They Cost You Nothing to Try : | 
Address 
CLOVER MFG. CO. Norwalk, Conn. | 


|| of Business 
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mower models 
make a line 


Vin; ' | 
A light four-blade mower for the 
man who cu:s}!. grass only once in @ 
week or ten ca: s. Moderately priced. 


Selling Genuine Philadelphia Lawn Mowers is 
so clean-cut a proposition that dealers are enthu- 
siastic over it. 


> 


At one stroke, the “3-Model Line” idea does away 
with all these old lawn mower evils: 


Excessive floor space for display. 


-¥ ~ 


ai @% 


- 


Cenfusien of purchaser by almost- 
duplicating models. 





Surplus stock. 


A five-blade mower for the man with a 7@: 
hes: large, well-kept lawn that is cut at Heavy investment. 


least once a week. 


And in their place you get quicker sales and 
larger profits. 











YOU CERTAINLY SHOULD HAVE 
THE NEW PHILADELPHIA 
CATALOG 


Send the coupon at once. This catalog shows large 
photographs with complete descriptions of all mowers 


and specialties. 
Philadelphia Lawn Mower Co., Inc. 


movers TL awn) Mowers 


Gi soca ean ae aim re a PHILADELPHIA LAWN MOWER CO., Ince. 
EEL ANE ARI aan 4250 Wissahickon Avenue Philadelphia, Pa. 








A mower with four blades or five blades (op- 
tional) for the finest lawns in the better resi- 
te dential sections, which are mowed frequently. 
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Your Customers 
are Interested 


in 
MORSE Tools 


UDGING from the advertising, angle 

alone, we know that your custom- 
ers are interested in MORSE Tools. 
Morse advertising brings a never-ending 
stream of letters to 
us—requests for cat- 
alogs,-for prices, for 





The Morse Line 


includes sl 
High Speed and Carbon} dealers’ names. 
DRILLS : 
REAMERS There is only one 
CUTTERS answer: People are 


interested in these 
tools which give them 


TAPS AND DIES 
SCREW PLATES 





ARBORS : 
CHUCKS extra working life. 
a Keep MORSE Tools 
TAPER PINS before your custom- 
— ers and set the bene- 

fit of their interest. 








MOR SE 


TWIST DRILL & MACHINE COMPANY 


NEW BEDFORD, MASS..U.S.A. , 
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GOLDEN 
KEY TO 
SELLING 


D.» you ever hear the story 
of The Golden Key? 

A real salesman was figuring 
how to sell a man and his wife 
the highest grade of hardware 
for their new home. They 
wanted to talk price. 

He said—“The first thing I 
want to sell you is a key made 
of gold for your front door. 
That front door is the entrance 
to the most valuable thing you 
have in life—your home. You 
have a gold watch, gold jewelry, 
gold wedding rings—why not 
have this key of gold as an em- 
blem of what this home means 
to you?” 

He sold the gold door key 
and he had little argument on 
the rest of the hardware. 

There is a golden key to all 
selling. It opens the door to 
what the product MEANS to 
the buyer. 

Price always is second to 
value if you will get the cus- 
tomer to see beyond the first 


MY 
}/ Y 
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cost into the use to be made of 
what he buys. 

If you will study and present 
the value of Atkins quality in 
the service of sawing wood or 
metal to the customer you will 
find sales easy and make new 
friends among customers who 
will come back to you. 

Remember customers buy 
things to use—the value comes 
not in the first price but in the 
satisfactory service they get 
from them. 

And every Atkins Saw and 
Tool is ready to back up your 
sales talk with performance— 
the kind of performance that 
makes your customer come 
back for more. 


L§ 





PUTTING THE “EYE” IN “IDEA” 


Au of us have ideas. The hard part is to get others to see them. That’s 
what Sam Sayles calls, “Putting the ‘eye’ in ‘idea’.” He'll tell you how you 
can do it if you read No. 23 of this Atkins series of Selling Service. 

All of these splendid ideas are applicable to your selling if you want them. 


FREE without obligation. Write to address below. 


se ed by da i, ba be - 
PRaneErS 


No. 53 
Ship Pattern 


Tus saw appeals to high- 
class mechanics for general 
carpentry work and is the most 
popular saw on the market to- 
day. The blade is of genuine 
SILVER-STEEL, taper ground. 
It is given the Atkins Exclu- 
sive Damaskeen Finish. It has 
a skew back and is fitted with 
the ATKINS PERFECTION 
HANDLE, made of applewood, 
embossed and polished. Atkins 
Perfection Handle prevents 
wrist strain. Made in both 
regular and ship patterns. 


No. 53 regular comes in 18, 
20, 22, 24 and 26 inch lengths. 
Ship pattern 26 inch. 


To you and your customers 
the Atkins name means qual- 
ity and is backed by Atkins’ 
reputation as manufacturers 
of quality saws. Do not hesi- 
tate to show Atkins SILVER 
STEEL Saws. 


There is a best in everything 
and in Saws—it’s ATKINS. 


How about asking for your 
copy of “The Atkins Saw 
Book?” Thousands of good 
customers are paying 10c. a 
copy for it. We will send you 
one FREE. 
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IF you tHe YOUVE HEARD OF 

ETHODS — WELL, 

You ‘AINT HEARD NOTHIO YET’ 

IN TUS ISSLE THERE'S A STroryv AGouT 

U.A.REED OF OGALLALA, NEGCASKA, 
O'S ACTUALLY SOLD CARLOAPS OF 
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ME For 4 Few 
GARBAGE CANS 
Or MAYBE A 
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THE ets — ovum 
D FRIEND, THE LAWN 
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IN HIS STOCK FOT2 PONIES 
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WHEN PRICES FALL’ 


How different classes of 
the nation are affected and 
how economic groups react. 


Political housekeeping 

accompanies the pressure 

of declined prices for 

efficiency in government x i — 

as well as in industry rest in our farming States and communities. We 

eee. can go farther and say that it is equally a period 

of political unrest among the farmers of Great Bri- 
tain, France and Australia, because like causes are 
acting there as well as here. 

Meantime the equally important class which 
labors in factory, mine, mill and transport fares 
better, because though in a long continued decline 
wages may also fall, they do not fall so promptly 
or so far as do commodity prices. Throughout a 
period of price decline, the tendency is toward an 
increase in the actual purchasing power of the wage, 
even though its money quotation may be slightly 


reduced. 
HE effects of a long period of steadily falling _ The purely industrial effects of falling prices “ee 
i po are these: prices begin to fall, and at ™ general, good for the community. There is a 
first everyone except the immediate producer 

is happy, because income or wages will purchase 
more. 

Almost immediately, however, the country be- 
comes divided in sentiment into two camps. On the 
one hand, everyone who derives a fixed income from 
rent, securities, or a permanent salary, continues 
to rejoice as prices fall. But on the other hand 
everyone whose income depends on selling products, 
and everyone who owes money on mortgages or 
otherwise, finds that life is becoming more difficult. 
So far, the tendency of falling prices is to increase 
the gulf between those who have and those who only 
hoped to have. 

These effects, which are obvious results of falling 
prices, tend to press with most severity upon the 
farmer, because the interest on his mortgage is a 
fixed quantity while the prices of his products fall 
with those of other commodities. Each period of 
falling prices, therefore, is a period of political un- ian vaslaiinn aabehbed ts einennic Gaueew 
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by Edwin C. Eckel 


high incentive to economies that has been lacking 
during the preceding boom period; there is a reason 
to invent new and more economical processes or 
methods of manufacture and to adopt such improve- 
ments promptly when they are invented. The great 
industries tend to become more and more ingenious, 
more and more efficient, as prices fall. From a 
purely moral standpoint the gain is less clear, for 
increasingly bitter competition is apt to bring in 
its train a lower standard of commercial ethics. 

Finally, the parasitic classes tend to become of 
even less relative importance. If the depression 
continues long enough, some members of these 
classes may even be driven into productive work of 
one sort or another. 


About Honesty 


Honesty is with most people a matter of course. 
With a relatively small class, on the other hand, dis- 
honesty is equally a matter of course. There still 
remains a large intermediate class whose honesty 
is not permanent but opportunist. With this class 
honesty is a matter of balance between their own 
necessities at the moment, the amount of temptation, 
the chance of detection and the seriousness of the 
probable punishment. Many men, for example, 
who could be safely left in the same room alone 
with a watch could not be trusted in the same coun- 
try with an oil reserve. And there are other men 

















that brings joy to some and grief to others. 
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Under the stern pressure of necessity, invention, discovery and im- 
provement proceed at an accelerated rate. 


who, if at the moment they were temporarily rich, 
would scorn to rob the country of even an oil field 
but who, reduced to poverty, would readily take the 
watch. 

It is the existence of this class of moral chame- 
leons that gives rise to the phenomena that we are 
now studying—the appearance in the same country 
of periods broadly marked by high commercial and 
political morality, followed by periods equally 
marked likely to appear at two separate stages of 
our economic cycles. In the progress of a great 
boom the temptation offered can be made higher; 
while toward the end of a long depression the ne- 
cessities are greater. A period of slow regular 
progress, on the other hand, does not afford the 
same inducements either to the great briberies of 
the boom period or to the petty trade and political 
dishonesty of the crisis. 


Expediency 


One of the very prompt reactions against the con- 
tinuous fall of prices took place in the direction of 
attempting to stop the fall by some government 
measure of currency inflation. This is an entirely 
normal reaction and we may expect to see it appear 
in one form or another in the years to come, just as 
it did in the two or three decades after the Civil 
War. 

The expedients offered between 1816 and 1896 


(Continued on page 54) 
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Maxwell Droke 


President, The Business Letter Institute, 
Indianapolis, Ind. 


tells you here how to 
maintain a sound, def- 
inite and easily oper- 
ated credit policy— 
one that will aid col- 
lections and improve 
the credit conditions 
of your business. This 
series is exclusive in 
Hardware Age. 


GOODLY number of hardware 
A dealers, asked the question 

indicated above, would be 
compelled to answer in the words 
of Simple Simon to the Pieman, 
“Please, sir, I haven’t any!” 

These firms do an open account 
business, to be sure. Sometimes it 
runs to considerable volume. And 
usually there is some one individual 
around the place who is charged 
with the responsibility of “passing 
on credits.” But it must be con- 
fessed that he performs his duties 
in rather a perfunctory manner, 
operating usually on the “hunch and 
happenstance” plan. His system is 
anything but scientific. 

This manner of extending credit 
calls for the exercise of sound judg- 
ment. That is obvious. And this 
judgment must be employed on se- 
curing credit data, quite as much 
as in passing upon the accumulated 
facts and figures. 

Now, in urging the adoption of 
a definite credit policy, I certainly 
do not mean to infer that the mer- 
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In the course of a 
brief and pleasant 
chat the credit man 
may glean much with- 
out appearing to pry 
into the applicant’s 
private affairs 


How to Handle 


Credits and 


chant should adopt a pompous at- 
titude when a responsible house- 
holder wishes to open a small con- 
venience account. It is as absurd to 
make such applicants recite the 
catechism and exhibit the Family 
Tree as it is to neglect close ques- 
tioning in the case of persons seek- 
ing more substantial credit. 


Things You Have a Right 
to Know 


But even in the case of the ap- 
plicant for a limited line of credit, 
there are some things you will want 
to know; some things you have every 
right to know. Many merchants are 
timid to the point of absurdity in 
asking questions of credit applicants. 
Such reticence is without reason. 
Every right-thinking applicant ex- 
pects to be questioned. Instead of 


offending him, you will gain his 
respect if you adopt a business-like 
attitude. And here is another im- 
portant point: The account is much 
more likely to be promptly paid if 
it is opened on a sound basis. 

If a stranger should drop into 
you store some morning and say, 
“Mister, let me have a ten-dollar 
bill out of your cash till. Ill drop 
in Saturday and pay you back,” 
you'd hardly accept the proposition. 

Yet, the man who seeks credit is 
doing substantially that very thing. 
When he takes merchandise off your 
shelves he takes money out of your 
pocket. True, you contemplate a 
profit on the transaction. But profit 
margins in the hardware business 
are not large enough to warrant 
reckless extension of credits. 

I can recall fifteen or twenty years 
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ago when persons inexperienced in 
business matters were rather touchy 
on this subject of credit. That con- 
dition is less frequently encountered 
nowadays. People know more of 
modern business procedure. As they 
buy more and more on credit, they 
come to expect questioning, and take 
it as a matter of course, realizing 
that such action is no reflection on 
their personal standing or integrity. 

It is quite the usual thing in these 
times for a credit applicant to pre- 
sent his business card or voluntarily 
give all of the essential information 
to establish a small line of credit. 
He does this without being asked 
because he realizes that a merchant 
is entitled to the information. 

But in those cases where question- 
ing becomes necessary, what are the 
essential points to be covered? 
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First of all, we will want to know 
the applicant’s exact name and ad- 
dress. This would appear to be the 
simplest abcedarian logic. But I 
give you my word that I have en- 
countered on the ledgers of many 
a merchant such cryptic notations as 
“ . . Jones (lives in the Smith 
house on Cherry Street—$17.10.”) 

Granted that “Jones” is perfectly 
honest and well-intentioned, let us 
suppose that he should move to an- 
other address and forget all about 
this small charge. How in the world 
could the merchant hope to reach 
him and bring the matter to his at- 
tention? 

In addition to the name and ad- 
dress, it is well to have the telephone 
number (so that we may phone a 
reminder if the account becomes 
delinquent). And naturally we'll 


wish to know where our applicant 
works, how long he has been em- 
ployed there, and in what capacity. 
How many dependents? Is the wife 
also working? Do they own their 
home? Are they making payments 
on an automobile? Is other mer- 
chandise being purchased on install- 
ments? 

It is often helpful to have the 
names of other merchants with whom 
the applicant has accounts (though 
the natural tendency is to give the 
names of only those firms where 
the applicant is in good standing). 
Other references may be requested, 
also, especially the bank where ap- 
plicant has an account. 

As I have previously pointed out, 
we are not assuming that all of these 
questions will be asked of every ap- 
plicant. There are times when such 
detailed data is unnecessary. A man 
holding a responsible position in a 
well-established firm may often be 
granted a limited line of credit with 
virtually “no questions aksed.” 

A shrewd and experienced credit 
man will not in any case take the 
attitude of a lawyer cross questioning 
a witness. In the course of a brief 
and pleasant chat with the applicant 
he usually will glean much of the 
essential information without ap- 
pearing to pry into the applicant’s 
personal affairs. 

Of course, in those cases where a 
hardware dealer is affiliated with a 
local retail credit bureau, the prob- 
lem is materially simplified, since 
he wili have available the accumu- 
lated credit experience of all of the 
merchant members, and may quickly 
secure a detailed record of the ap- 
plicant’s credit transactions. 

Most retail credit bureaus are 
doing a constructive and valuable 
job, and merchants who are so for- 
tunate as to have such facilities avail- 
able should take advantage of them 
to the fullest extent. 


Next week this author deals 
with cases requiring greater 
care—applications for a larger 
line of credit. 
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From the Standpoint of the UTILITIES Which Sell 
Appliances 


By W. NYE SMITH 


Regional Director, Niagara-Hudson Light & Power Co. 
Excerpts from an Address Entitled “Facing the Facts of Com- 
petition,” delivered at the New York State Retail Hardware 

Convention. 


if \HINK of us (the utilities) as a manufacturing 


plant. Our products are tangible and we en- 
deavor to make them quality products. 

Did you ever know a successful manufacturer 
who had no sales department? Any manufacturer 
must have a sales and advertising department in 
order to broaden the market for his products—to 
increase consumer demand. As this demand in- 
creases, his production increases and becomes more 
efficient and the price of his product is lowered. 


2. In the domestic market—homes and farms—the 
only way we can sell our products, our gas, and 
electricity, is by inducing people to purchase and 
use various appliances that consume them. 

It would be fine if we could leave the develop- 
ment in your (the merchant’s) hands. But there 
are several good reasons why we cannot do this and 
about the biggest of them is the fact that you (the 
merchant) couldn’t afford to develop that market 
for yourselves or for us. The development costs 
might easily swallow the profits from the rest of the 
business. And, of course, if you were not inter- 
ested in the selling of electricity or gas, you would 
have little interest in those things which are hardest 
to sell, but which are the largest users of gas and 
electricity. 
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From the Viewpoint of those OPPOSED to 
Utilities Merchandising 


D. W. BINNS 


Chairman, Central Committee, Manufacturers and Merchants of 
Tennessee, who are sponsoring legislation to prohibit the sale 
of merchandise and appliances by power companies. 


Ts: utility companies may well be considered 


as manufacturing plants, and entitled to sales 

departments, but only to sell the commodities 
(gas or electricity) which they manufacture. The 
fact that they have a virtual monoply on that com- 
modity is in itself a sufficient reason why they should 
not sell the appliances which use that commodity. 
Such selling can create a monoply in appliance mer- 
chandising, which would afford an opportunity to 
sell the public only those appliances which are large 
consumers of the commodity referred to. This would 
be inimical to public interest. Since the State prac- 
tically guarantees a set percentage of profit on the 
investment of a utility company, and since the bulk 
of merchandising by utility companies is done at a 
loss—the loss becoming a part of the utility invest- 
ment—the selling of merchandise by utilities should 
be prohibited as against public interest. 


2. We will concede that the only way a utility 
company can sell gas or electricity is by having 
people purchase the appliances which consume those 
products. We do not concede, however, that this 
necessitates the selling of appliances by the utility 
company. The inducing of people to buy appli- 
ances can be done, as in Cleveland, through an Elec- 
trical League, supported by manufacturers (includ- 
ing utility companies), wholesalers and retailers. 
Appliances can be shown in league-maintained 
showrooms, conducted for educational purposes. 
Inquirers can be told where they can buy any appli- 
ance from their nearest dealer. The utilities will 
then have only legitimate promotion costs, less than 
at present, with equal opportunity to increase their 
power loads. 
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Utilities Question ; 














3. We think it is our particular duty to do pioneer 
selling in the appliance field where there is little 
or no public demand, or, due to uncontrollable con- 
ditions, no adequate hope of retail profits for those 
who would venture aggressive selling. We help 
you in these fields by creating a market to whom 
you can sell in profitable volume as soon as we have 
created, nurtured and developed the demand. No 
one else but the utilities companies of this country 
developed the market for electric irons, toasters, 
waffle irons, percolators, washing machines; devel- 
oped it through its period of infancy when there 
were no profits for anybody until at last you (the 
merchant) could afford to enter the market and 
obtain a fair share of profitable business. 


4, Let me give you an example of creative selling. 
This last year in my own division of Niagara-Hud- 
son, we set up a cooperative plan for selling electric 
ranges. We first set a retail price including instal- 
lation costs on every range we sold, which would 
insure the retailer a normal and adequate margin 
of profit. Then, to make the sale popular with the 
public, we made certain spectacular offers: very 
low down payments; eighteen to twenty-four months 
to pay the balance; and a $20 trade-in on the old 
coal, wood or oil range—regardless of its age or 
condition. Retailers couldn’t afford to compete on 
this basis, so we offered to reimburse them for every 
old range they traded in on an electric range up to 
the $20, and we offered to carry their time payment 
paper on electric ranges without any financing 
charges. We paid them in full for their customer’s 
contracts, when they delivered them to us, and we 
collected the money from their customers for them 
—or, if they preferred, they could collect and turn 


it over to us. 
(Continued on page 58, col. 2) 
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3. We concede the advisability of the utility doing 
a reasonable amount of promotional work in order 
to sell its gas or electricity. So-called pioneer sell- 
ing, however, is not necessary. The league plan, 
such as used in Cleveland, can do ample promo- 
tional work on pioneer items, and the competitive 
situation would make it profitable for a reasonable 
number of dealers to stock the “pioneer” mer- 
chandise. 

There is no help to merchants in the develop- 
ment of markets for appliances, if such development 
demoralizes prices. There is no help to merchants 
when a market so developed is retained by the util- 
ity company. The whole matter of utility merchan- 
dising is wrong because of the opportunity for prac- 
tices inimical to the public. It is also wrong because 
of the opportunities for unfair trade practices. 


4. We cannot concede that the selling of electric 
ranges on a basis of very low down payment, with 
from 18 to 24 months to pay the balance, and a $20 
trade-in on old ranges, regardless of age or condi- 
tion, is creative selling. Such selling cannot be 
maintained on a profitable basis. It tends to de- 
moralize legitimate prices carrying reasonable 
profits. It gives the customer more than he pays 
for in merchandise and service, which, however, he 
must eventually pay for in some other way. While 
the plan referred to by Mr. Smith temporarily places 
the dealer in position to meet local utility compe- 
tition, it does not alter the basic fact that the selling 
of merchandise by the utility company affords an 
opportunity for practices inimical to public inter- 
est. A change of management could at any time 
change the policies of the utility company. 


(Continued on page 58, col. 3) 
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The Canvassing Question— 


—How a Nebraska 
hardware dealer de- 
cides it to his entire 
satisfaction. He does 
not debate—he can- 


vasses, and SELLS. 


Read how a small 
trailer on Reed’s 
car helped him sell 
a carload of fur- 
naces. 


A. REED, Ogallala, Neb., 
is a firm believer in 
® canvassing and makes 
a success of it. Any day in the 
week you may find him far out 
on the trails and highways of the 
wheat and cow country. Behind 
his Chrysler you will find one of 
the most successful little busi- 
ness getters in any small com- 
munity—a trailer from which he 
has sold a carload of furnaces, 
lots of circulating heaters and 
many refrigerators. 
Much debate has been in- 
dulged in regarding the useful- 


ness of the canvass, but Reed has 
settled the matter to his own sat- 
isfaction at least. It pays. He 
does not debate, he canvasses— 
and sells. 

Out in his section of Nebraska 
there are towns so small that they 
have no available electric cur- 
rent, but that does not prevent 
H. A. Reed from selling such 
items as automatic refrigerators. 
Last spring he took on a line of 
oil-burning automatics that re- 
tailed around $248, and although 
he started late in the season, he 
sold eight of these jobs. The 
trailer took the idea to the cus- 
tomer and Reed put it across. 

Winter’s lingering in the lap 
of spring this year was not sufh- 
cient reason for Reed to give up 
the idea of pushing refriger- 
ators. Even with snow and sleet 
flurries in the air, he combed the 


This is the trailer 
which helped H. A. 
Reed of Nebraska, 
sell furnaces, refrig- 
erators, and heaters. 


country with his sample-laden 
trailer. By May 1 he had sold 
four jobs; and was getting into 
his real stride. In a nearby town 
of Arthur there was a mild win- 
ter; the lakes did not freeze hard 
enough to provide a natural ice 
supply. Reed was quick to take 
in that situation and worked 
hard on refrigerator sales. His 
sources of supply have been sur- 
prised at the number of $248 
refrigerators he has sold to farm- 
ers in-his territory. The farm- 
ers are becoming more and more 
conscious of this new method of 
food preservation, and Reed is 
redoubling his efforts in that di- 
rection. Soon he will be using 
the trailer to take circulating 
heaters to the customer. Last 
year he sold a surprising lot of 
them in this way. To be sure he 
took in some old stoves but it 
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‘was not hard to dispose of them 
in Ogallala. 

But the trailer has yet another 
feat to its credit. From it Reed 
sold a carload of furnaces last 
fall. He will be out again with 
it as summer wanes. The pro- 
prietor of Reed’s is enabled to 
do his canvassing largely because 
Mrs. Reed is a capable hardware 


woman and an amiable sales- 
lady. Assisted by Burton T. 
Sheldon, she is able to conduct 
the business during her husband’s 
absence. She takes special in- 
terest in the china and glassware, 
aluminum goods and other house- 
hold equipment, besides attend- 
ing to the accounting and adver- 
tising. . 





Can You Figure This Out ? 


Huge bit weighing 

214 pounds arouses 

discussion by old- 
timers. 


PPNHIS is the picture of a 
West Texas hardware deal- 
er, C. N. McDaniel of Big 

Spring, Tex., who is looking for 

a horse to fit the huge bit he has 

in his hand. 

In order to give you an idea 
of the size of it, he is holding a 
small average-sized bit carried 
in stock by the Big Spring Hard- 
ware Co., of which he is owner 
and manager. 

The large bit has a mouthpiece 
measuring 8 inches; the bit itself 
weighs 214 pounds. Compare 
that with the other bit which 
weighs only 8 ounces and you 
will perceive the great difference. 
A horse weighing in proportion 
would have to be as big as an 
elephant. 

The large bit which was found 
by Mr. McDaniel’s son, Hank, 
in a pasture outside of Big 
Spring, Tex., shows plainly that 
it has been in use at some past 
date. It shows signs also of 
being homemade. Probably at 
some local smithy’s forge in old 
Mexico. 
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C. N. McDaniel with two bits he 


asks our readers to explain 


The bit has aroused discussion 
between oldtimers out here. Some 
say that the Spaniards, although 
their ponies were much smaller 
than ours, used larger bits; 
others insist that none of those 
small Mexican ponies could have 
been harnessed with an enormous 
piece of hardware like that. 

In spite of the talk, no one 
has yet been able to tell Mr. 
McDaniel more than he already 
knows, which he says is little 
enough, about the large bit. He 
hopes that among the readers of 
the HARDWARE AGE magazine 


When the regular advertising 
is mailed manufacturers’ liter- 
ature is included when available. 

Ogallala itself has a popula- 
tion of about 1600, but that num- 
ber is augmented considerably 
by the surrounding territory. 
Mr. Reed ‘has recently been 
elected to the Board of Educa- 
tion of Ogallala. 


there will be an authority on bits 
who will be able to give him 
some exact information regard- 
ing the animal for which this 
21-pound bit was hammered 
out. 


Importance of Automobile 
Industry to General 
Business Is Stressed 


The importance of the automobile 
industry to general business is em- 
phasized in the current monthly busi- 
ness review issued by the National 
Association of Credit Men. The re- 
view states that: “Automobile manu- 
facture takes 82 per cent of all the 
rubber used in the United States, 55 
per cent of all the plate glass, 15 per 
cent of the iron and steel, 14 per cent 
of the copper, 15 per cent of the hard 
lumber, and 24 per cent of the lead. 
The industry also accounts for 80 per 
cent of the gasoline consumption.” 
Registration of cars and trucks in the 
United States in 1930 totaled 26,- 
718,000. 


Wage Increases Nearly Equal 
The Number of Wage Cuts 


In spite of the wide publicity at- 
tending any wage cuts in the pres- 
ent period of economic depression, 
the number of wage increases very 
nearly equals the number of cuts, 
according to the Bureau of Labor 
Statistics. As an instance of this, 
figures for April, 1931, show reports 
of wage cuts from 195 establishments 
affecting 22,543 wage earners with an 
average decrease of 10.1 per cent. On 
the other hand, reports from 175 es- 
tablishments report increases during 
the month affecting 22,502 employees 
with an average increase of 10.3 per 
cent.—Trends and Indications. 
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Are We Too Well Informed ? 


ington. They are having 

such a devil of a time wor- 
rying about other people’s busi- 
ness and trying to wetnurse 
everybody in the country. I re- 
ceive weekly a confidential “in- 
side” letter from Washington 
containing all the gossip that is 
going around, and I must admit 
that after reading these letters 
week after week it seems to me 
that all these gentlemen in Wash- 
ington who have been worrying 
so much about the good of the 
country should be relieved of 
their worries. Then it also 
strikes me that there is some- 
thing “‘academic” about the wor- 
ries of a man drawing his full 
salary regularly, for the other 
fellow who is working part time 
or who has had his salary re- 
duced. What I mean is that no 
man can fully sympathize with 
the fellow out of a job except 
another man who is out of a job. 
Except in a rather sentimental 
way, no man who has a sure 
thing, who goes to work at 
ten o’clock and quits at 4.30, 
who is absolutely sure of his 
salary, can appreciate just how 
the other fellow feels who is 
really up against it. 

From these letters from Wash- 
ington I rather gather that the 
gentlemen in the various bureaus 
in Washington actually take a 
refined pleasure in studying the 
conditions of the country, just as 
a surgeon will rub his hands and 
tell you of a remarkable opera- 
tion he has just performed. The 
interest of these gentlemen, as 
stated above, seems to me to be 


| AM really sorry for Wash- 
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academic. I have had some ex- 
perience associating with officials 
in Washington, and it has always 
struck me that after a man has 
been in the employ of the Gov- 
ernment for a number of years 
he becomes intellectually as one 
set aside and apart from the rest 
of the nation. 

I am inclined to believe that 
all of us look for wisdom and 
guidance and help entirely too 
much from the outside. I believe 
that if I should devote more time 
to studying my own job, my own 
goods and my own customers in- 
stead of reading these bulletins 
from Washington I would be bet- 
ter off. Just the other day I read 
of Schliemann. He started out 
as a grocer’s clerk, I believe, in 
Indianapolis. He made a million 
or two. As a pastime he studied 
languages. When he was forty 
he spoke twelve or thirteen dif- 
ferent tongues. Then he decided 
to be an archeologist. He was not 
an expert; as a matter of fact, it 
is whispered he didn’t know any- 
thing about archeology. How- 
ever, he read Homer, in the an- 
cient Greek, and Homer told 
about the city of Troy and about 
a buried treasure there. So 
Schliemann, having selected a 
beautiful Greek girl, by corre- 
spondence, to be his wife, and 
having married her, proceeded 
to hunt for the ancient buried city 
of Troy. He found it. Then he 
hunted for the buried treasure 
described by Homer, and he 
found that, too. Schliemann al- 
ways gave his friends this bit of 
advice when they were feeling 
badly and out of sorts: “Take a 


lot of walks, long walks and then 
take a bath.” Schliemann went 
ahead and did his own work in 
his own way, and he got results. 

Still there are some funny 
things that develop in Washing- 
ton. Labor is beginning to ques- 
tion the wisdom of the Sherman 
law. It is being found out that 
when price cutting becomes in- 
discriminate, when profits be- 
come nil, that sooner or later 
labor will be called upon to 
share in the losses. This, of 
course, seems hardly fair, be- 
cause labor does not dictate the 
sales policies of the various cor- 
porations. Why wouldn’t it be a 
good idea whenever a sales de- 
partment authorizes a reduction 
in price for the salaries of every 
member of the sales department 
to be reduced in proportion to 
the concession they make in 
price. This might help. One of 
my business friends tells me he 
believes he could cure a large 
part of the price cutting. He 
says that every salesman and 
every sales organization, includ- 
ing the sales manager, is just a 
machine set up to obtain full in- 
formation in regard to price cuts 
made by competitors and then 
insisting upon meeting them. 
He calls his salesmen his organ- 
ized army of expert buyers for 
his customers. Now, he says, 
my plan to cure price cutting is 
for the executive committee of 
all the large corporations to take 
the matter of prices into their 
own hands, no prices to be cut 
or to be advanced except by au- 


thority of this executive commit- 
(Continued on page 61) 
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Williss & Rankat Otis, 

Colo., will Trade a 

Radio Set or Washing 

Maehine for Horses 
Any Time 


horse for a radio set or a wash- 
ing machine or a stove, you'll 
find Williss & Rank, hardware 
merchants at Otis, Colo., right 
there ready to take the horse. 
This firm of hardware mer- 
chants do not intend to lose any 
sales if cash or its equivalent is 
in sight. And they consider 
horses this year the equivalent 
of cash, for the horse market 
has been good. Up to May 9 
this year they had taken in some 


[: a farmer wants to trade a 
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Ray Rank and Albert Williss, Otis, Colo., and their Store 


forty horses in trade. Of course, 
they didn’t trade washers and 
stoves and radio sets for all of 
them. They traded tractors and 
listers for some of them in fact, 
for they have an implement de- 
partment as well as a hardware 
department. Nevertheless they 
would not spoil a good hardware 
deal if the farmer wanted to bar- 
ter a horse instead of cash. 
Albert Williss and Ray Rank, 
the two partners, got their hard- 
ware training in the hardware 


store of Duenweg & Deery, at 
Brush, Colo. They have been in 
business for themselves at Otis 
for the past six years, and are 
enjoying an_ excellent trade. 
Though 1930 was considered a 
poor year in radio sales, espe- 
cially in the rural sections, Wil- 
liss & Rank sold seventeen com- 
plete sets, eleven of which were 
electric sets. 

They don’t hesitate to give 
much of the credit to Ira Shand- 
ler, their efficient canvasser. 
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Golf 


Drop in here and look over 
the golf supplies we have for 
professionals or beginners. 
You will find prices most rea- 
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Tennis 


Only the best of recognized 
brands of racquets, balls, 
frames, nets, etc., carried. 
All will be found at moderate 
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Tomorrow your Dollar is going to Do Double Duty, so come 
prepared to find the best values you have seen for many a 


year. 
morrow! 


Don’t let anything keep you awa 


y from the store to- 














No. T5 


Beverage sets con- 
sisting of jug, six 
glasses and sippers 
for this extremely 
low price. May be 
had in green or 
pink. 











No. T7 


Nested Vegetable 
Cookers, made of 
an excellent grade 
of aluminum. Will 
give years of ser- 
vice. Very special 
at 


$1.00 





$ Day 
Specials 


(List 
several 
Dollar 

Day 

items 


here) 
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Heat-proof glass 
Baking Dish. Just 
the thing for pud- 
dings, etc. Can be 
used to serve at 
table. Special at 


$1.00 








No. T8 


Ice Cream freezers, 
excellently made to 
give long service. 
Very special at this 
price for this one 
day. Dollar Day 


$1.00 


STORE NAME AND ADDRESS 
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If you have local 
stereotyping facili- 
Py} ties, request the 
‘ complete sets of 

ie mats of all the ad- 

G vértising illustra- 


tions of these two 








o pages, enclosing 
Are Here Again ae 


mounted cuts order 





ON! Once more for the great them by number 
open spaces. Where men are given under each 
men and camping is a pleasure numbers ina 
—if you have the right kind of column. Figure the 

‘ charge of 35c. for 
ot om or See us before you each cut when less 
plan your trip. than ten cuts are 


ordered; when 
ordering ten cuts or 
more figure the 
charge at 30c. for 
each cut ordered. 
Enclose check 
with order, please 
—this saves book- 


(Use this space (Use this space keeping for small 
for additional for additional ————— 
items) No. T14 items) 


Camp Refrigera- 
tor made of all 
metal with com- 
partment for ice, 
etc. Very special 
at $0.00. 


STORE NAME AND 
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How Other Retailers Are 
Displaying Hardware 











The Miami, 
Fla., firm, Railly- 
Milam Hardware 
Co., with the aid 
of manufacturers’ 
material, has pro- 
duced a_ strong 
paint window 
(above). Roy 
Jordan was the 
window trimmer. 
The electric re- 
frigeration win- 
dow (left) comes 
from the Stam- 
baugh - Thompson 
Co., Youngstown, 
Ohio, and is par- 
ticularly useful 
at this time. Spot- 
lights were util- 
ized to good ef- 
fect, and the 
checked linoleum 
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helped to center 
the attention on 
the product. 

The shelf ar- 
rangement of the 
window of Farrey 
Hardware Co., 
Miami Beach, 
Fla., permits a 
well - displayed 
showing of enam- 
el ware in a win- 
dow scarcely 5 
feet wide. The 
neon sign is a 
strong help in at- 
tention getting. 


At Oak Park, 


Ill., the Walker Hardware Co. page) in which they combined — garden goods. A very seasonal 








FARREY 
HARDWARE CO. 


used a window (bottom of the — such related needs as paint and combination at this time. 
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WO windows that will in- 
es your customers to 

brush up both house and 
garden. Both are extremely 
easy to install and yet strong and 
effective displays for this partic- 
ular season. Take that paint 
window, for instance. The back- 
ground is simply a half circle to 
represent the blazing sun. Make 
it a strong yellow with a touch 
of orange to add heat to its ap- 
pearance, running crepe paper 
tubing to represent the rays that 
bleach out exposed surfaces. All 
this on a background of sky 
blue. What a convincing silent 
argument as to the sun’s destruc- 
tive ability! Boy, that will sell 
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OLD MAN SUNSHINE 
JUST LOVES TO BLEACH. 


STOP Him WiITHGOOD 


PAINT 







Originality Makes Your| 


Every week Hardware Age presents two 


live window display IDEAS. 


Install them 


today and reap the same beneficial re- 


sults that others have already had... 


paint to any reasonable cus- 
tomer. No chart is necessary to 
produce this sign. 

Then we have a garden goods 
window that will turn the aver- 
age customer’s mind to that 
channel. A valance across the 
top of the background should be 
painted in cool green color and 
cut out with the shears. This 
needs no chart, as it simply 


needs to resemble leaves. They 
may be cut from green paper to 
save time and will be very ef- 
fective. The center poster is a 
plain lettering job that any show 
card man can produce. The 
path is also an easy job. A 
large sheet of paper cut to rep- 
resent the stone walk and painted 
to represent gray and gray lav- 
ender colored stones will give 
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BEAUTIFY | 
YOUR lal. 
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| Window Trims Different 


the desired effect. Artificial cost little and supply the punch When night falls be generous 
grass will complete the floor of the best of window trims. _ with the illumination. 
covering. 

Clean plate glass and plenty 
of price tickets that have a value 
creating message will take a lot 
of fight out of the customer’s & 
sales resistance. Make sure you 


provide both of these. They | O) 


ji ‘You'l score 
Hugh O’Connor, Newberry cums Mi 
Hardware Co., Alliance, 
Neb., sends the timely win- 
dow trim featuring fly 
time needs. Here is good 
show card work and atten- 
tion compelling display. 
Keep ’em coming, Hugh. 


AMMUNITION z 
- 
\ 
oa Bed 
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Fitting the 
Sales Argument to 


The 








ETAIL selling is largely a 
matter of understanding 


the customer’s viewpoint. 
People buy because their inter- 
est in an article has been aroused 
to a point where they would 
rather have the article than the 
money its price represents. 
That interest can seldom be 
aroused to the buying point un- 
less the sales approach is natu- 
ral and logical, based on a 
knowledge of the customer. 
What will interest one type of 
customer will arouse little or no 
interest in another type. 

For example—when I started 
as a salesman in a_ hardware 
store, one of my first prospec- 
tive customers was a woman who 
came in to look at a kitchen 
range. Well, I knew quite a 
little about the particular range 
we carried in stock. I had 
listened to the road salesman talk 
about that range until I felt that 
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Woman 
Customer 
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I could tell his story fairly well. 
I had also seen numerous range 
peddlers selling stoves around 
the country and had watched 
them as they pounded on the 
stove lids or stood on the oven 
doors. Naturally, I was con- 
fident that I could make the sale 
without any assistance. 
Therefore, I conducted the 
lady back to the range depart- 
ment and for about twenty min- 
utes I talked construction like a 
veteran, while she listened in a 
decidedly listless way. Finally, 
when she had an opportunity to 
get in a word she said, “Well, I 


Number seventeen of a 
series of short articles 
for the man on the sales 
floor. Next Week: 
When the Customer 
Says the Price 
Is Too High. 


guess I won’t buy today. [I'll 
think it over.” 

As she started for the front 
door the boss stopped her. “I 
see you have been looking at 
one of our finest ranges, Mrs. 
Brown,” he said. “We are proud 
of that range because it does 
everything a good range should 
do and at the same time it is an 
ornament to any kitchen. Just 
let me show you something about 
it,” he added as he carefully led 
her back to the range she had 
just left. 

“I’m not going to bother you 
by talking about the material 
that goes into this range,” he 
said. “You know as well as I do 
that every good standard range 
is made of the best material 
available. No manufacturer of 
any consequence could afford to 
put anything but the best into 
the ranges he builds for sale. 
However, we believe that this is 
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one of the best ranges made 
and our reason is that the manu- 
facturers of this range have built 
it around to your problems as a 
housewife. For example,” he 
continued, “you will notice that 
the fire box is rather deep and 
narrow. This enables it to hold 
the heat much longer than a 
shallower fire box. Holding the 
heat insures uniform tempera- 
ture for the oven and does away 
with burned or _ undercooked 
food. 

“This little attachment on the 
oven door that looks like a clock 
is in reality a thermometer. It 
indicates the proper temperature 
for baking. All you have to do 
is to get the heat up to a certain 
point, put your roast in the oven, 
leave it in for the required time, 
and when you remove it it has 
been perfectly baked and is fit 
for a king. You will find a little 
booklet in the oven which gives 
you the heat required for any 
size or kind of roast, cake, bread 
or anything of that kind,. and the 
length of time required for cook- 
ing.” He then went on to tell 
about the warming oven and its 
convenience, and the special con- 
nections for heating hot water 
thus simplifying her work and 
giving her modern conveniences. 


He brought out all the points 
of beauty, utility and ease of op- 





ie : 
Pa 
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eration in that range. He ex- 
plained just how easy it was to 
keep the range clean and bright 
and how attractive it would look 
in her kitchen. In less than fif- 
tene minutes he had closed the 
sale and collected the cash. 


The Woman’s Motive 


When Mrs. Brown was gone he 
turned to me with rather a kind- 
ly smile and said: “You tried 
hard enough, my boy, but you 
fell down on just one thing. You 
failed to realize that a woman 
and a man buy from different 
motives. A man is naturally 
mechanical and likes to be told 
of materials, construction, meth- 
ods of operation, etc. A woman, 
however, is not mechanical. She 
is interested in the beauty of an 
article and in the things that it 
will do to make her work easier 
and more pleasant. You tried 
to sell that woman iron, steel and 
nickel. What she really wanted 
was service, satisfaction and 
beauty. I showed her a vision 
of what this range would do for 
her and her family and I gave 
her a picture of it as a beautiful 
and useful addition to her 
kitchen. Do you get the point? 
Just you do a little studying 
along that line my boy, he added, 
and you will be worth a lot more 
both for yourself and to the 
store.” 





It was good logic and bore 
fruit. During the following year 
I earned a reputation for selling 
ranges and housefurnishings 
that eventually landed me in 
charge of the Housefurnishings 
Department. Meanwhile, it was 
noticeable that the women cus- 
tomers were increasing and that 
our sales were increasing in pro- 
portion. 

Remember this: 
responsible either directly or in- 
directly for at least 80 per cent 
of the sales made in a moderate 
hardware store. Their patrcnage 
is absolutely necessary to mer- 
chandising success today. If 
you have been using the typical 
“male” argument on women cus- 
tomers, take my tip and change 
your tactics. Talk to them about 
beauty, comfort, ease and the 
welfare of their family. Appeal 
to their pride and show how the 
article you have for sale fits the 
type of home which you know a 
woman customer would like to 


women are 


have. Keep away from mate- 
rials entirely except to bring out 
their lasting quality, their beauty 
or the ease with which they may 
be kept clean. If you will keep 
this in mind, it will make a big- 
ger business for the store in 
which you work and a greater 
opportunity for your own ad- 
vancement. 


Any Doubt About Where Your 
Money Is Going ? 


Maxwell Droke begins a series of excellent 
articles dealing with the means of obtaining 
credit information without the outmoded 
“third degree” methods, in this issue. 


Page 18. 


How to Handle Credits and Collections 
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Different Window 


And How It Was Made 


' AST spring, the Smith- 
> Winchester Co., Jackson, 
Mich., installed a window 
display which featured paint in 
a particularly effective manner. 
As is frequently the case with 
displays that produce real re- 
sults, it varied considerably from 
the usual type of paint window. 
The background for the display 
was designed to arrest the atten- 
tion of the most casual passer-by. 
It consisted of a panel poster, 
which was a smaller, but other- 
wise perfect counterpart of the 
panel posters common along any 
highway. 
The board 


itself was con- 
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structed to scale and wads roughly 
one-half as large as the standard 
poster board. It was carried out 
in the standard poster colors and 
was illuminated by three two 
hundred watt lamps mounted in 
reflectors similar to the manner 
in which the regular poster 
boards are lighted. The regular 
window lamps were covered with 
colored gelatine sheets to make 
the special poster lighting more 
effective. In addition, diamond 
flasher buttons were used in each 
of the three poster lamp sockets. 
The lighting arrangement made 
the display especially effective 
at night. 





This unusual 
paint window by 
Smith-Winchester 
Co., Jackson, 
Mich., is fully de- 
scribed in the ac- 
companying arti- 
cle. You can 
produce it equally 
satisfactorily 


The display fixtures, used in 
the foreground, were decorated 
in a plastic finish having green 
and yellow tints. Manufacturers’ 
folders, color cards and other 
dealer helps as well as window 
cards, were used to tie-in nicely 
with the balance of the display. 
It will be noted that no attempt 
has been made to fill the entire 
window with paint as is too often 
the case. 

As is the practice in this store, 
a direct-mail campaign was in- 
stituted and several large news- 
paper ads were inserted while 
the display remained in the win- 
dow. In the newspaper adver- 
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tising, a friendly invitation to 
those interested in painting, was 
extended in the following well 
worded paragraph: “Did you 
know that Mr. Chesley and Mr. 
Brautigam will be delighted to 
advise you concerning your 
spring decorating and painting? 
Just bring your problem— 


whether it concerns the painting 
of a house, barn, garage—interi- 
or or exterior, or a color scheme 
for a new house, new kitchen, 
bed room, sun parlor, or living 
room—or refinishing your floors 
or some odd pieces of furniture 
—in to them at the Paint Depart- 
ment—Main Floor.” 





Painting ts Contagious 


Say Herr & Co., Lancaster, Pa., 
hardware merchants. How they 
increase their paint business. 


ERR & CO., Lancaster, 
H Pa., discovered sometime 
ago that painting is con- 
tagious. This enterprising hard- 
ware firm is capitalizing on this 
fact in such a manner that paint 
sales are effectively stimulated 
at regular intervals through 
simply using the psychology of 
suggestion. When the average 


This moving display 
of paint is from 
Chas. Brown & Sons, 
San Francisco, Cal., 
who state that it 
stopped every pass- 
erby and more than 
paid for itself in 
actual paint sales at- 
tributable to it. 

The moving sphere 
was made convinc- 
ingly effective by 
having red _ paint 
pouring from the 
can and over the 
globe to a large tank 
from which it is 
pumped through 
invisible glass back 
to the can from 
which it appears to 
be pouring. Bril- 
liantly colored _rib- 
bons gave a stimu- 
lating rainbow effect 
to the display. 
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person, man or woman, sees how 
easily and quickly, marred or 
dingy appearing furniture and 
housefurnishings can be mirac- 
ulously transformed with a few 
strokes of the paint brush, they 
are moved to emulate the ex- 
ample. The incentive is there 
and after observing that an un- 
skilled person can really do a 


very presentable refinishing job, 
they have confidence enough in 
their ability to start a painting 
and decorating program in their 
own homes. 

In order to convince the vast 
majority of paint prospects that 
painting is really a simple and 
delightful task, this store at in- 
tervals of about ninety days, pro- 
vides graphic evidence. First of 
all, a collection of furniture 
needing refinishing is gathered 
together. Usually there are 
many types represented in the 
assortment of furniture, which 
makes it easy for the prospect 
to contrast one or more of the 
pieces of furniture with similar 
items in their own homes. Store 
employees or their friends usual- 
ly are anxious to furnish more 
than enough items for the pur- 
pose, as they are returned re- 
splendent in an attractive finish. 
The effect of the demonstration 
is even more striking due to the 
fact that the items are in the 
usual condition, common to most 
homes and are not new, unfin- 
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ished, or chosen especially for 
their adaptability to refinishing. 

The demonstrations are al- 
ways held in one of the show 
windows and never fail to attract 
a crowd. Special pains are taken 
to insure that every operation in 
the refinishing process is ob- 
served by interested spectators. 
However, if anyone has addition- 
al questions to ask or desire a 
more complete explanation of 
any step in the process, this in- 
formation is cheerfully given. A 
genuine effort is made to remove 
the air of mystery sometimes 
present in demonstrations, in the 
belief that secrets are one of the 
stumbling blocks in creating new 


paint customers. Frequently, the 
novice painter, after successfully 
redecorating some small object, 
is ready to try a hand at a larger 
painting task. In this manner 
the effect of such demonstrations 
is lasting and serves to widen the 
store’s consumer paint market 
materially. Fred Wicker, vice- 
president and advertising man- 
ager of the firm, expressed the 
opinion that this method has done 
more to increase the store’s paint 
business than any other means 
for promoting the sale of paint, 
which has been tested in this de- 
partment. 

Another medium which has 
proved very effective, has been 





the use, at appropriate intervals, 
of a combination offer of a small 
can of paint and a brush, at a 
special price. The combination 
is advertised at a figure which 
ordinarily would be about the 
price of the paint alone, provid- 
ing customers bring the adver- 
tisement containing this offer 
with them when they make the 
purchase. As space is provided 
in the advertisement for the pur- 
chasers name and address, a list 
of fairly good prospects for other 
painting supplies is obtained. On 
the most recent occasion of this 
kind, three hundred customers 
took advantage of the special of- 
fer during a two day period. 


City of Montreal Contributes $2,500 Annually for Clean-Up and Paint-Up Campaigns 





a renga r i] 


Beautify the Exterior and TIEN: 





Manufacturers are asked to co-operate with Montreal, Sherbrooke 
and other cities in their appeal during “CLEAN UP WaEK” 


for healthier and more beautiful surroundings. 





1% 
“ 


of the Clean Up and Paint 
Up Campaign, the city ad- 
ministration of Montreal has 
promised to contribute $2,500 
annually for the use of the City 
Improvement League, with the 
provision that the League con- 
tinue to receive the support of 
the Community Beautiful Asso- 
ciation of Ganada and the civic 
interests. The action is similar 
to that of the city of Denver, 
which annually makes a contri- 
bution from the City Treasury 
for the promotion of the Clean 
Up and Paint Up Campaign. 
One hundred and fifty thou- 
sand Montreal school children, 
at the request of their teachers, 
took job reports home to their 
parents to be filled out and re- 
turned to the school. Four 
French and two leading English 
newspapers gave six weeks of 
continuous editorial publicity to 
the campaign activities. The 
churches joined in assisting the 


campaign. 


[*: LUENCED by the success 
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ACATIONS are well worth 
while. Every human be- 

ing who works faithfully 

throughout the year de- 
serves, and needs, a vacation. The 
best interests of the firm he serves de- 
mand that he be given a short period 


for relaxation. - 


Every merchant needs at least one 
vacation each year. Without it he is 


almost sure to grow stale on the job. 
He needs to get away from his busi- 


ness for a time and then come back to 
it with a new viewpoint, backed by 
fresh ideas and better vitality. But 
there are two factors in every retail 
store that do not need a vacation: 


stock and capital. <A vaca- 


Trade Winds 


by LLEW. S. SOULE 


No Vaeations for Stock 








on merchandise. It makes it older 


instead of younger. Stocks must 
be kept moving in order to stay 


alive. 


Capital should never be allowed a 
day off. Work does not wear down 
capital. It builds it up. Capital can 
only grow through staying on the job. 
Being out of necessary stock not only 
gives capital a vacation but it also 
affords a holiday to sales, and some 


sales holidays become permanent. 


Place the human element of your 
business including yourself, on a reg- 
ular vacation schedule and let noth- 
ing but sickness interfere with that 


schedule. But—keep your 








tion builds up a man but it 
undermines a stock. Loaf- 
ing puts a shopworn label 









stock and your capital con- 
stantly on the jump. 


It is the only way to win. 



















Exhibit Shows 
How Paint and Varnish 


are Made 


O clearly show how paint and 
‘ke are made; what their 

ingredients are, and to illus- 
trate where these ingredients, as well 
as the completed products are used, 
a temporary exhibition is now being 
held in the Museum of Science and 
Industry in New York City. The ex- 
hibit has been sponsored by the 
American Paint and Varnish Manu- 
facturers Association and the Na- 
tional Paint, Oil and Varnish Asso- 
ciation, Inc. It is on view in a sec- 
tion of the museum, which is devoted 
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to science and art in color. M. Rea 
Paul, color consultant of the Na- 
tional Lead Laboratories, and a mem- 
ber of the Museum’s Technical Com- 
mittee, cooperated in arranging the 
display. 

In twin display cases, the story of 
the manufacture of paint and varnish, 
both from an industrial and a deco- 
rative standpoint, is told by vivid ex- 
amples. The ingredients are labeled 
and grouped to show their relation- 
ship to one another and to the fin- 
ished product. 

The paint plant, 48 in. wide by 6 
ft. long and 9 ft. 6 in. high shows 
the linseed oil tanks, the mixing 
room, the grinding room and the fill- 





ing room. The varnish display is 6 
ft. wide, 8 ft. long, 8 ft. 6 in. high. 
It presents every operation in the or- 
dinary varnish plant, from cooking 
to filtering and storage. 

In connection with the temporary 
exhibit now on display in New York 
City the whole story of paint and 
varnish manufacture is told, as well 
as the use of paint and of color pig- 
ments in industry and decoration. 
The first_case in the New York dis- 
play shows samples of various paint 
finishes, used for both industrial and 
decorative purposes, as well as spe- 
cial color schemes for automobiles 
and aeroplanes. Among the ex- 
amples of exterior paints are samples 
of wood, painted in both white and 
tints, and metal, coated with red lead, 
plain and tinted. Samples of the 
use of interior paints show both flat 
and glossy finishes, as well as white, 
tinted and decorative ones. 

The second case, which is bright 
with its many samples of color pig- 
ments, provides the visitor with a 
sight of the actual ingredients used 
in the manufacture of paint and var- 
nish products. The grouping and 
labeling clearly indicates what mate- 
rials are used in the manufacture of 
certain products. One section of this 
exhibit, telling the story of Ameri- 
can-grown tung oil, indicates the 
thoroughness of the presentation. A 
photograph shows the tung tree grow- 
ing, and is supplemented by some ac- 
tual tung nuts. Three vials, one 
showing the seed, another the oil 
after it has been pressed from the 
seed and lastly, the press cake—what 
is left after the oil has been removed 
from the nuts, which is used for fer- 
tilizer, complete the history of tung 
oil. A note to the effect that 113,- 
700,000 Ib. of tung oil were used in 
the United States in 1930, and a list 
of the uses of tung oil in waterproof- 
ing, caulking, making lacquer, 
leather dressing, varnish, as an illum- 
inant, in the manufacture of India 
ink, electrical insulation, brake lin- 
ings, gaskets, auto finishes, linoleum 
and table oilcloth furnish supple- 
mentary information. 


Other Exhibit Features 
Other high-lights of the exhibit in 


this case are the examples of the use of 
color pigment in industry. Samples 
of linoleum, tile, imitation leather 
fabrics, rubber bathing shoes and 
caps, silk fabrics and fancy papers 
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show concretely the important part 
that pigment plays in the manufac- 
ture of these products. They serve 
to indicate the products of other in- 
dustries in which pigments are a 
color factor. A list of these includes 
acid-proof enamel, aeroplane _fin- 
ishes, asphalt floor tiling, automobile 
finishes, bathroom fixtures, battery 
plates, building materials, celluloid, 
cement, ceramics, chinaware, cos- 
metics, crayons, decorated metal 
packages, delustrized rayon, dyes, 
enamel, glass (art, heat-resisting, 


plate, window), ink (white, tinted, 
printers), ivory (artificial), leather 


(artificial, finished ) , linoleum, 
matches, metal primers, mortar, 
movie screens, oil cloth, paint, paper, 
phonograph records, plaster, plastics, 
printing, rubber goods, shade cloth, 
shingle stain, silk (printed), stucco, 
textiles (coated), varnish, vitreous 
enamel, wallpaper, wall cloth, awn- 
ing cloth, and show the extent to 
which pigments are used in addition 
to the manufacture of paint. 

Those who contributed material to 
this exhibit are the Ansbacher Siegle 
Corporation, Binnel and Smith Com- 
pany, Craftex Company, Devoe and 
Raynolds, Grasselli Chemical Com- 





pany, Hercules Powder Company, 
Imperial Color Works, Masury Paint 
Company, National Lead Company, 
New Jersey Zinc Company, Pitts- 
burgh Plate Glass Company, Titan- 
ium Pigment Company and the C. K. 
Williams Company. 

Following its showing in New 
York at the Museum of Science and 
Industry, the exhibit will be moved 
to the new Chicago Museum of 
Science and Industry as soon as the 
building is finished, where a perma- 
nent paint and varnish display is 
being arranged by Henry A. Gardner, 
director of the Institute of Paint and 
Varnish Research, in cooperation 
with Louis Ehrenfeld, the Curator of 
Chemistry. The exhibit will be sup- 
plemented by miniature displays of a 
paint plant and a varnish plant, com- 
plete in every detail and showing 
each step in the manufacture of these 
products, which were donated by the 
Sherwin-Williams Company. 

The future home of the paint and 
varnish exhibit, the Chicago Museum 
of Science and Industry, founded by 
Julius Rosenwald, is being erected in 
Jackson Park, Chicago. A collection 
which will ultimately be worth at 
least $30,000,000 will be housed. 





Do Hardware Stores Lack Feminine Appeal? 


New Britain, Conn.—Where 
are the women shopping? The 
answer is the chain and depart- 
ment stores, because the person 
behind the counter is a young 
lady who allows the woman cus- 
tomer to take her time about 
buying, lets her handle several 
different pieces before she actu- 
ally makes the purchase. Women 
must look just so long before 
they can make up their mind; 
they are born shoppers, love to 
ponder over anything they buy, 
no matter how cheap or how ex- 
pensive. They are not able to do 
this in a hardware store. She 
goes in and immediately a man 
clerk comes up and of course 
politely enough he tries to wait 
on her, but she must do just so 
much looking and the atmos- 
phere, or call it what you may, 
isn’t there. I believe there should 
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be a clever business woman in 
every hardware store. 

The reaction is this: Mrs. 
Shopper wishes to purchase a 
hammer or several household ar- 
ticles like a kitchen knife, some- 
thing in aluminum, etc. If in a 
good reliable hardware store 
they have a woman clerk, and 
the public by newspaper or letter 
has been informed that she is 
there to serve the women, that 
the store is a woman’s store, Mrs. 
Shopper will immediately say, 
“T’ll stop in Brown’s hardware 
store and see Miss Green; she 
will be able to help me select the 
tools and other articles I need.” 
But— how many hardware stores 
in the country have this feminine 
service? None in our city, which 
boasts of a 75,000 population. 
Especially are women necessary 
in hardware stores now that they 


are selling radios, electric refrig- 
erators, golf equipment and elec- 
tric appliances, practical bridge 
and shower gifts, and so many 
other items used by women. 

The chain stores and depart- 
merit stores have it all over the 
hardware stores. Their windows, 
service, etc., are all designed 
and trained to appeal to the 
women. 

What has the hardware store 
done? Do their store windows 
look attractive, are their displays 
clean and neat, is their service 
inviting enough to attract women 
shoppers? My answer is no; 
they all have that cut and dried 
frozen look. They lack feminine 
appeal, and they are simply sit- 
ting back wondering why women 
flock to the department and chain 
stores in droves. 

(Signed) IRENE A. BuRKARTH. 
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HORTON HEADS CHICAGO 
PAINT & VARNISH GROUP 


The Chicago Paint & Varnish 
Production Club, Chicago, IIL, 
elected officers recently. C. D. 
Horton, Wardway Paint Works, 
Chicago Heights, is president. 
Other officers are: Vice-president, 
F. C. Wright, Barrett Varnish 
Co.; secretary, O. P. Clipper, 
Adams & Elting Co., and treas- 
urer, P. B. Crandall, Standard 
Varnish Co. The meeting was a 
joint session with members of 
the chemical division of the print- 
ing ink trades of the Chicago 
region. 

A. C. Stephan, Devoe & Ray- 
nolds Co., addressed the club on 
cost accounting, showing the 
close relationship existing be- 
tween this subject and the pro- 
duction branch of the industry. 
A. F. Brown, Imperial Color 
Works, addressed the meeting. 
Discussion as to the possible 
joining of paint production men 
with ink men in certain types of 
activities was conducted, but no 
decisions were made as to a pro- 
gram for the purpose. 





MOTOR ACCESSORIES CO. 
ADDS TO PERSONNEL 


E. T. Satchell, secretary-treas- 
urer, Motor Accessories Co., Al- 
lentown, Pa., has announced the 
addition of three new men to the 
company’s personnel. William H. 
Rohrbach has been named pur- 
chasing agent, and Louis E. Krieg 
and Harold Plusch outside sales- 
men. The company’s sales force 
now includes seven outside men. 

New lines have been taken on 
by the company. 





McQUISTON RETIRES 
FROM WESTINGHOUSE CO. 


J. C. McQuiston, general ad- 
vertising manager, Westinghouse 
Electric & Mfg. Co., East Pitts- 
burgh, Pa., retired June 1. For 
29 years he had been in charge 
of advertising for Westinghouse, 
during which time the status of 
advertising and sales promotion, 
distribution and other allied 
phases of his profession have 
gone through as many changes as 
the electrical industry itself. 

Old time advertising men will 
remember him for his slogan, 
“Advertising must be truthful,” 





and the modern group from his 
equally well known tenet, “Ad- 
vertising and selling must go 
hand in hand.” 

In 1920, when the first broad- 
cast was inaugurated on Station 
KDKA, Mr. McQuiston arranged 
its pioneer program. He has 
been in general charge of all ra- 
dio programs for Westinghouse 
broadcasting stations since that 
time. 

It is understood that he will 
start on an extended cruise 
around the world with his wife 
and daughter. 





CENTRAL N. Y. DEALERS 
HEAR G. F. WALLACE 


Hardware dealers of Syracuse, 
N. Y., and central New York were 
guests of Miller Hardware, 826 
Butternut Street, Syracuse, June 
8, when the monthly meeting of 
the local group was held. Mr. 
Miller provided dinner, which 
his family and friends served. 
Inspection of the new store fol- 
lowed the dinner. 

G. Franklin Wallace, _presi- 
dent, Syracuse Glass Co., Syra- 
cuse, N. Y., a glass wholesale 
house, was speaker of the even- 
ing. Clayton H. Flanegan, 
Minoa, N. Y., president of the 





local association, conducted the 
meeting. Present business condi- 
tions were discussed frankly. It 
was decided that those dealers 
conducting modern stores and 
seeking business in an aggressive 
way were facing a favorable out- 
look. 

Plans for the next meeting, 
which will be in September, were 
presented. 





McMILLAN WILL RETIRE 
FROM PITTSBURGH STEEL 


Robert McMillan, purchasing 
agent for Pittsburgh Steel Co., 
Pittsburgh, Pa., and its sub- 
sidiaries will retire July 1, fol- 
lowing 45 years activity in the 
steel and related industries. He 
entered the purchasing side of 
the industry in 1886 as assistant 
purchasing agent for the H. C. 
Frick Coke Co., holding that po- 
sition for 10 years. He was later 
appointed district purchasing 
agent for the American Steel & 
Wire Co. at Pittsburgh, where he 
remained for 11 years, leaving 
that position in 1910 to become 
purchasing agent of the Pitts- 
burgh Steel Co. 

Albion Bindley will succeed 
Mr. McMillan. 








OSWALD IS VICE-PRES. 
OF VITASCOPE CORP. 


Carl L. Oswald has joined The 
Vitascope Corp., 200 Fifth Ave- 
nue, New York City, as vice-presi- 
dent. After studying under the 
late Prof. E. J. Wall, one of the 
world’s foremost photographic 
authorities, he went with Bausch 
& Lomb as Washington repre- 
sentative. During the war he 
was an officer in the Naval Re- 
serve Flying Corps, later going 
to the Naval Observatory, Wash- 


ington, D. C., where he had 
charge of aerial photographic 
equipment. After the war he 


returned to Bausch & Lomb, with 
headquarters in New York City. 
- With Bausch & Lomb he as- 
sisted in production of several 
educational and industrial films, 
being identified with one type of 
color cinematography, later work- 
ing on 16mm. film for amateurs. 
In recent years he has been with 
the Agfa Products Co., before 
its amalgamation with the Ansco 
Co. He had charge of service 
and technical departments of the 
New York offices of the parent 
German company. 


LUDLOW-SAYLOR WIRE CO. IS 75 YEARS OLD—EXECUTIVES HONORED 


The Ludlow-Say- 
lor Wire Co., St. 
Louis, Mo., has com- 
pleted 75 years of 
continuous _opera- 
tion. Frank Low, 
vice - president and 
general sales man- 
ager, and Edwin J. 
Gould, vice - presi- 
dent and_ general 
superintendent in 
charge of operations 
at the wire cloth 
plant in St. Louis, 
were recently hon- 
ored by fellow work- 
ers with many floral 
tributes and other 
expressions of es- 
teem on the occa- 
sion of their fortieth 
and fiftieth anniver- 
saries with the com- 
pany. 

Mr. Low went to 
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om 


the company in 1891 as secre- 
tary and treasurer, to take charge 
of sales, and has served 40 years 
in that capacity. In 1896 he was 
made vice-president of the com- 
pany. In promoting sale and dis- 
tribution of wire cloth and 
screens he has traveled most of 
the country. Prior to taking 
charge of Ludlow-Saylor sales he 
traveled Pacific Coast territory 
for W. W. Montague & Co., San 
Francisco, Cal. 

Mr. Gould entered the com- 
pany’s employ in 1881, being ad- 
vanced from time to time to his 
present position. Previously he 
was with Gould & Hegney, who 
operated a rope factory in St. 
Louis, and who are said to have 
made the first wire rope in that 
vicinity. 

The personnel of the company 
includes a number of men who 
have been in its employ contin- 
uously from 25 to 40 years. 

















‘NOLHER-NIP APPOINTS 
SALES REPRESENTATIVES 


The Nolher-Nip Corp., Minne- 
apolis, Minn., has announced the 
appointment of sales representa- 
tives. Louis J. Ziesel Co., San 
Francisco, Cal., has charge of the 
Pacific Coast territory and Den- 
ver, west, while M. H. Swanman, 
Kansas City, Mo., represents the 
company in the Southwest and 
Midwestern States. E. L. Burke, 
Minneapolis, Minn., takes care 
of Minneapolis and Northwest- 
ern business, Walter Eckhouse 
& Co., Chicago, Ill., represent 
the firm in the Central States, 
and the agent in the New Eng- 
land States and Eastern territory 
is Asche & Co., Inc., New York 
City. The company has adopted 
a strict jobbing policy. 


LEO FREED IS PERRYMAN 
SPECIAL SALES AGENT 


Leo Freed joined the Perry- 
man Electric Co., New York 
City, June 1, according to H. B. 
Foster, vice-president and general 
manager of the company. He 
will act as special sales repre- 
sentative in the presentation of 
a nation-wide sales promotion 
campaign being initiated by Mr. 
Foster. 





ROBERT WOLFE PASSES 


Robert Wolfe, traveling sales- 
man for Marshall Wells Hard- 
ware Co., and for the Breyman 
Co., both of Portland, Ore., died 
June 5 at Hot Lake, Union, Ore., 
after an illness of three days. He 
had traveled the eastern Oregon 
and eastern Washington territory 
for the above mentioned compa- 
nies for many years. 





JOHN W. DANIELS DIES; 
LINSEED OIL PRODUCER 


John W. Daniels, chairman of 
the board and one of the foun- 
ders of the Archer-Daniels Mid- 
land Co., Minneapolis, Minn., 
died June 8 after an illness of 
one month. He was born in 1857 
at Piqua, Ohio. At the age of 
21 he started working in a Piqua 
linseed oil factory. Later he be- 
came associated with the Ameri- 
can Linseed Co., remaining in 
Buffalo, N. Y., for two and a 
half years. In 1901 he became 
general manager of the Sherwin- 
Williams Co., Cleveland, Ohio. 
In 1902 he went to Minne- 
apolis to build a mill nearer 
the flax producing region. He 
founded the Daniels Linseed Co., 
which became the Archer-Dan- 
iels Co., when he joined forces 
with Shreve M. Archer, Sr. In 
1923 it took in the Midland Lin- 
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seed Products Co. in Minneapo- 

lis, 
Mr. 

Mrs. 


Daniels is survived by 
Daniels and a son. 





JOHN THOMPSON DIES 


John M. Thompson, retired 
hardware man in Minneapolis, 
Minn., fell five stories in the 
local Masonic Temple building, 
Minneapolis, and was killed, on 
June 8. Members of his family 
said that Mr. Thompson was sub- 
ject to dizzy spells, and they be- 
lieve he lost his balance and fell. 
He was born in England, eighty 





years ago, and started in the 


hardware business in this coun- 
try in 1873 as a salesman for the 
Simmons Hardware Co., St. 
Louis, Mo. In 1902 he went into 
the hardware business for him- 
self, and in 1913 he went to Min- 
neapolis from Owatonna, where 
he had conducted a retail hard- 
ware store, and started a whole- 
sale hardware business, the 
Thompson Hardware Co. Mr. 
Thompson retired in April of this 
year from active participation in 
the firm. 

Mr. Thompson is survived by 
his wife, two sons, Guy and 
George E., who are active in the 
firm, and one daughter. 





Oppose Trade Practice Rules 


as Revised by Commission 


(From Our Washington Bureau) ' 

Reports are current that coun- 
sel for certain trade associations 
are opposed to acceptance of re- 
vised trade practice rules recent- 
ly sent out by the Federal Trade 
Commission. The industries af- 
fected, which include some 75, 
have been given 60 days to ac- 
cept the rules as finally approved 
by the Commission. They will 
not be made public until formally 
accepted or at least until they 
have been passed upon by the 
industries. It is stated, however, 
that the Commission in some in- 
stances has made_ sweeping 
changes that are not satisfactory 
to counsel for trade associations 
of some industries. Should the 
rules be rejected, the result 
would be the withdrawal of the 
affected industries from the Com- 
mission’s rules and probably the 
setting up of rules by the indus- 
tries independently of the Com- 
mission. 

When the Commission more 
than a year ago announced its 
plans to go over all the rules 
with the purpose of revising them 
there was much opposition ex- 
pressed and predictions made of 
deflections of industries from the 
rules. It is not known what in- 
dustries are involved in reported 
threatened deflections, but they 
are said to have been rather 
strongly advised not to accept the 
rules as finally promulgated by 
the Commission. 

The principal arguments 





against the rules seems to be 
that they have been so emas- 
culated as to lose their principal 


purpose of eliminating unfair 
trade practice. It is claimed the 
Commission has either altered 
phraseology of rules so much as 
to change their meaning or so 
surrounded them with - legal 
clauses that they have become 
not much more than mere le- 
galistic statements. 

There always has been an in- 
sistence by a number of impor- 
tant industries as to the desira- 
bility of each industry being 
given a chance to defend rules 
which the Commission has pro- 
posed to strike out. It is claimed 
this opportunity has not been 
presented to industries as_ it 
should be. There also has been 
considerable discussion as to the 
actual powers of the Commission 
as related to the rules and with 
it the feeling that industries 
would fare better in setting up 
their own codes, with careful re- 
gard to their legal rights. The 
matter of using the rules to vio- 


‘late the law generally has been 


minimized by those setting up 
these arguments. But it is this 
element which largely caused the 
three majority members of the 
Commission to enter upon a re- 
vision program. Two members 
were opposed to a general revi- 
sion. The majority apparently 
has been especially concerned 
over the misuse of rules to fix 
prices and reports persist that 
it was moved to this view par- 
tially by complaints from the 
Department of Justice. 

In view of the reports of pro- 
posed withdrawals from the Com- 
mission rules, the action of the 
industries upon the rules recent- 


ly sent out is being awaited with | 


great interest. 


J. CLARKE COIT HEADS 

RADIO MANUFACTURERS 

J. Clarke Coit, president, 
United States Radio & Television 
Corp., Marion, Ind., was made 
president of the Radio Manufac- 
turers’ Association at the annual 
convention. In September, 1929, 
he first entered the radio indus- 
try, after having resigned as 
president of the Simmons Hard- 
ware Co., St. Louis, Mo. 





J. CLARKE COIT 


Mr. Coit, who was born in Mis- 
souri Valley, Iowa, in 1872, first 
worked at Lee, Clark, Andree- 
son Co., Omaha, Neb., wholesale 
hardware distributers. In 1913 
he became vice-president and 
general manager of the company, 
and the firm name became, Lee, 
Coit, Andreeson Co. Four years 
later he was president of the 
company. In 1924 he became 
president of the Simmons Hard- 
ware Co., at the same time be- 
coming a trustee of Associated 
Simmons Hardware, and _vice- 
president of Winchester Simmons 
Co., which offices he retained till 
his resignation as head of the 
Simmons Hardware Co. 


SUTHERLAND AND SHANN 
ADDRESS NORTH JERSEY 
HDW. & SUPPLY MEN 


A. W. Sutherland, Carborun- 
dum Co., Niagara Falls, N. Y., 
gave a talk and exhibited a film, 
entitled “Jewels of Industry,” at 
the meeting of The North Jersey 
Hardware & Supply Association, 
held at the Down Town Club, 
Newark, N. J. His talk was fol- 
lowed by an address on merchan- 
dising by John Shann, Masback 
Hardware Co., New York City. 
Mr. Shann is head of the house- 





furnishing department of the 
| Mashack organization. 
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E. W. BROWN IN CHICAGO 
FOR WHITLOCK CORDAGE 


E. W. Brown, Western man- 
ager, Whitlock Cordage Co., New 
York City, recently in charge of 
the Kansas City, Mo., offices of 
the company, has moved to 616 
La Salle Wacker Building, Chi- 
cago, Ill. He will continue in 
charge of the  organization’s 
Western business from the new 
offices. 





C. E. SHARPLESS DIES 


Clarence E. Sharpless, 70, passed 
away at his home in Philadel- 
phia, Pa., recently. He started 
in the hardware trade as a boy 
with the Biddle Hardware Co., 
Philadelphia, Pa., remaining 
with the organization for 40 
years, until after the formation 
of the Supplee-Biddle Hardware 
Co., in 1913. Mr. Sharpless was 
one of the best known cutlery 
men in the trade and managed 
that department for the Biddle 
organization. When he left the 
Supplee-Biddle Hardware Co. he 
established the cutlery depart- 
ment of Chas. M. Ghriskey’s 
Sons, remaining with that or- 
ganization until his retirement 
two years ago. His son survives. 





NORTON, BEHR MANNING 
MERGE ORGANIZATIONS 


The Norton Co., 
Mass., abrasives maker and the 
Behr Manning Co., Troy, N. Y., 
sand paper manufacturers, have 
consolidated by an exchange of 


Worcester, 


stock. 

The officers of the two com- 
panies will not be changed ex- 
cept that Aldus C. Higgins, 
treasurer, and William La Coste 
Neilson, treasurer of the Norton 
Co., will go on the Behr Man- 
ning Co. board, and John A. 
Manning, president, and Frank 
E. Gallagher, general manager 
of the Behr Manning Co. will be- 
come directors of the Worcester 
concern. Present lines of the 
two concerns will cover the en- 
tire abrasive field; both concerns 
will be operated under the cur- 
rent names. 


BROOKLYN ASSOCIATION 
SEES FISHING FILM 

A five-reel motion 

“Fishing Through Canada,” was 


picture, 


the main feature of the Brook- 
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lyn Hardware Association meet- 
ing held Thursday, June 11, at 
the Johnston Bldg. President 
Robt. L. Hammond conducted 
the session. Russell A. Atkin- 
son provided and operated the 
projection equipment. Secre- 
tary Robt. L. Pearsall handled 
the duties of his office and R. 
J. Atkinson directed the ques- 
tion box discussion. He told 
about the coming Cleveland 
Congress of the N.R.H.A. With 
the help of Thos. Grogan and 
Chas. J. Heale, Harpware AcE, 
the discussions on business con- 
ditions became quite spirited. 

Prior to the general meeting 
the directors met with the pro- 
gram committee to plan future 
meetings. 





ROLLA V. CLAXTON DIES 


Rolla V. Claxton, 65, until 
four years ago a hardware dealer 
in French Lick, Ind., died re- 
cently in that town. He went to 
that town to work in his uncle’s 
general store and later he be- 
came a member of the firm of 
Wells, Claxton & Claxton. In 
1894 he formed a _ partnership 
with A. C. Smith and in 1907 
another partner was admitted. 
Until 1910 the firm was known 
as The French Lick Mercantile 
Co., at which time Mr. Claxton 
took over the hardware depart- 
ment, which he operated until 
1927. 


Mr. Claxton was active in civic 
affairs, having served as the firs’ 
clerk and treasurer when the 
town was incorporated. From 
1902 to 1910 he was postmaster. 
His wife, a sister and two broth- 
ers survive. 





BELMONT CORP., AGENT 

FOR BURKE GOLF CO. 

The Belmont Corp., 
apolis, Minn., has been appointed 
distributer in the Northwest for 
the golf line made by the Burke 
Golf Co., Newark, Ohio. Included 
in the line are clubs and balls. 


Minne- 





D. L. PICKREL DIES 


David L. Pickrel, 82, founder 
of the first hardware store in 
Jackson, Ohio, died at his home 
in that city May 27, following a 
long illness. Mr. 
tired from active business several 
years ago. His son, David L. 
Pickrel, is Lieutenant Governor 


Pickrel re- 





of Ohio. At one time Mr. Pick- 
rel served as president of the 
Jackson city council. 





CLARKE IS PRESIDENT 
LOUISVILLE PAINT CLUB 


Kenneth E. Clarke, Charles R. 
Long, Jr., Paint Co., was elected 
president of the Louisville Paint 
Club at its annual meeting held 
in Louisville, Ky. Other officers 
are: Vice-président, Henry Kraft, 
J. F. Kurfees Paint Co., and J. 
F. Sullivan of the Louisville divi- 
sion, American Can Co., secre- 
tary and treasurer. Directors in- 
clude Paul Eitel, Porter Paint 
Co.; Sevier Bonnie, Kentucky 
Color & Chemical Co., and Joseph 
L. Coffey, representative of the 
Eagle-Picher Lead Co. 

James T. Menefee, chairman 
of the paint up and clean up 
committee, made a report on the 
spring campaign. 





PHILIP RINALDO DIES 


Philip S. Rinaldo, president, 
Flexible Steel Lacing Co., Chi- 
cago, Ill., died May 30 at the 
age of 54. In 1907, Messrs. 
Rinaldo, A. B. Beach and G. E. 
Purple founded the Flexible 
Steel Lacing Company. Mr. 
Rinaldo was secretary and treas- 
urer of the company from its be- 
ginning, and in later years, gen- 
eral manager. February of this 
year he was elected president to 
succeed Mr. Purple, whose death 
occurred Nov. 3, 1930. 

He is survived by his wife, 
two daughters and three sons. 
The eldest son, Philip, is asso- 
ciated with the company as as- 
sistant treasurer. 


CHAIN PRODUCTS WILL 
DISTRIBUTE TIO-MA LINE 
UNDER OWN BRAND 


The Chain Products Co., Cleve- 
land, Ohio, has announced that 
it has secured exclusive distribu- 
tion of the automatic products 
formerly marketed by The Tio- 
Ma Refining Corp., Cleveland, 
Ohio, known as Tio-Ma Magic 
Oil and Tio-Ma Spraying Equip- 
ment. It will be called Hodell 
Limberoil and new labels bear- 
ing it will appear on the product 
a little later. Hodell Limberoil 
will be produced in the same 
quality and all sales franchises 
obtaining with the Tio-Ma or- 
ganization will be honored by the 
new distributer. 








NEW G. E. REGIONAL LAMP 
WAREHOUSE IN DALLAS 


A new regional lamp ware- 
house will be opened in Dallas, 
Tex., July 1, by the incandescent 
lamp department of General 
Electric Co., Cleveland, Ohio, ac- 
cording to announcement by W. 
A. Ruehl, traffic manager of the 
Nela Park organization. The 
new warehouse, which provided 
30,000 square feet of storage 
space, will carry on hand at all 
times approximately three million 
large and miniature lamps. It 
will supply the territory com- 
posed of Texas, Oklahoma and 
New Mexico, and will give 
twenty-four hour service on ail 
lamp orders in that region. 

W. G. Worsley, formerly of Nela 
Park, will be in charge. The 
new warehouse is one in a chain 
of ten situated at strategic points 
throughout the country. The 
others are located at Cleveland, 
Ohio; Harrison, N. J.; Chicago, 
Ill.; Oakland, Cal.; St. Louis, 
Mo.; East -Boston, Mass.; At- 
lanta, Ga.; Detroit, Mich., and 
Philadelphia, Pa. 


UTAH RADIO APPOINTS 
EUROPEAN AGENT 


The Utah Radio Products Co., 
Chicago, IIl., has concluded an 
agreement with A. C. Cossor, 
Limited, London, England, one 
of the largest manufacturers of 
radio receivers and appliances in 
Europe, to manufactur? and dis- 
tribute Utah speakers and other 
Utah items in European coun- 
tries. The agreement was con- 
summated by Mr. Forster, with 
W. R. Bullimore, president of the 
English company, at the R. M. A. 
trade show in Chicago. 

At the same time Mr. Forster 
announced that his company had 
signed with several 
large American radio manufac- 
turers to supply them with Utah 
speakers and other Utah prod- 
ucts, including remote control 
units for automobile radios. 


contracts 


Cc. A. FUSON PASSES 
C. A. Fuson, 74, for 30 years 
a hardware merchant in Urbana, 
Ohio, died at his home in that 
city, June 7, following a long 
illness from heart trouble. 
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GeneraL Marker News 


Hardware Demand 
Moderate 


New York, June 17.—Cur- 
rent activity in the hardware 
trade throughout the country is 
moderate in character. Sales 
volume has been well maintained 
at recent levels in some of the 
principal markets, while less fa- 
vorable climatic conditions have 
retarded the demand in other 
leading market centers. From 
present indications, it does not 
appear that June sales totals will 
equal those of the preceding 
month, but a fairly satisfactory 
month is expected. 

Increased activity in seasonal 
goods is anticipated with the ad- 
vent of fair and warmer weather. 
The call for builders’ hardware, 
tools, and related construction 
supplies continues to be a dis- 
appointing factor to the trade. 
The early movement of canning 
supplies and preserving equip- 
ment points to a very brisk de- 
mand in the near future. An 
active demand continues to pre- 
vail for paints, sporting goods, 
garden tools, lawn goods and 
housewares. Staple lines are 
moving in fair volume. 

Prices on many raw materials 
and staples use in producing a 
wide variety of hardware prod- 
ucts are now at the lowest levels 
in history. In most instances, 
however, quotations on finished 
products have almost simultane- 
ously declined with receding raw 
material prices. Lower wage 
scales are also reflected in the 
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prevailing prices on numerous 
hardware items. Further major 
reductions, except in scattered 
instances, are therefore deemed 
unlikely, and it is believed that 
the price structure will soon as- 
sume a more stable status. 

Credits have recently acquired 
a somewhat healthier tone, as 
dealers have been enjoying fair 
business. This has enabled them 
to meet their obligations more 
promptly. Outstanding accounts 
of both wholesalers and retailers 
are being handled with consider- 
able diligence. 





May Sales of 16 Chains 
Dropped 10.7 Per Cent 


Sales of the first sixteen chain sys- 
tems to report for May, including three 
mail order chains, were $73,315,468. 
This compared with $87,171,894 for 
the same month of 1930 and was a 
decline of 10.7 per cent. Aggregate 
sales for the first five months of the 
year for the same chains were $333,- 
150,994, against $349,292,133 for the 
like five months of last year, a drop 
of 4.7 per cent. 


Segal Lock and Hard- 
ware Co. Doubles Razor 
and Blade Output 


The Segal Lock & Hardware Co., 
restored a 24-hour working basis at 
its Brooklyn, N. Y., plant on June 10. 
The restoration of continuous opera- 
tion of the various producing units, 
which is due to increased demand, will 
result in practically doubling the pres- 
ent output of both razors and blades. 

The company has announced the 
intention of installing three entirely 
new production units capable of pro- 
ducing from 80,000 to 100,000 blades 
daily, within sixty days. In addition, 
the present equipment of the plant has 
been remodeled, thus enabling the 
management to immediately step up 
production. 


Pharis Tire and Rubber Co. 
Adopts Three-Shift 
Production Schedule 

The Pharis Tire & Rubber Co,, 


Newark, Ohio, as a result of a large 
volume of new business which has been 
received during the past few weeks, 
recently addd 100 men to its payroll. 
The working force now totals approxi- 
mately’ 600, men, working day and 
night in three shifts. 

The increased production, from pres- 
ent indications, will continue for some 
time. 





Price Reductions Are Announced 


on Stanley Tool Chests and Cabinets 


The Stanley Rule and Level Plant, New Britain, Conn., has announced price 


reduction on the Stanley line of tools in sets. 


The reductions range from 85c. to 


$15, and present prices as well as former prices are shown in the following table: 


No. 850 Cabinet and 48 Tools....... 
No. 859 Work Bench and 35 Tools... 
No. 851 Cabinet and 33 Tools....... 


No. 86214 Cabinet and 19 Tools....... 


No. 902 Chest and 20 Tools......... 
No. 903 Chest and 17 Tools......... 
No. 904 Chest and 12 Tools......... 


No. 904% Chest and 14 Tools......... 
Chest and 20 Tools......... 
Chest and 14 Tools......... 


No. 875 
No. 876 


New Price Old Price 
he Pee EOP $75.00 $90.00 
EE A ee 60.00 75.00 
ator erence? 55.00 60.00 
ero 26.00 34.00 
ee Ee 25.00 28.00 
Sea eteios % 20.00 23.00 
SO eee ae 14.00 15.00 
A ee ee 13.00 14.50 
eae aide 15.00 15.95 
Ripa 10.00 10.85 

43 














Basie Business Indieators for Week Ended June 6 


As Charted in the Survey of Current Business and Compiled 
by the United States Department of Commerce 





Weekly Average 1923-1925, Inclusive=100 


Downward trends continue in the majority of business indicators. Upward tendencies are: Freight car 
loadings, petroleum products, wheat receipts and bank debits. Slight fluctuations in time money rates, the 
iron and steel composite price, call money rates and money in circulation. There is more money in circula- 
tion than at this time last year, although the curve is still below the 1923-25 weekly average. 

LEGEND 


1930 
1931 
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The DeLuxe Matched Set of Kleanblade Cutlery with 
Bakelite handles is advertised in color pages in June issues 
of Good Housekeeping and The Country Home. It’s the 
first complete matched set of cutlery designed for the mod- 
ern kitchen. 

You can sell Kleanblade Household Cutlery in season and 
out of season. It is a profitable line to handle because it 
brings the women to your store and helps sales in other 
lines as well. 


‘The correct way to carve a leg of lamb—to cut a grapefruit 
—or to slice an orange for a salad—these are things which 
interest every woman. 


We have just put out a new booklet illustrating twenty- 
five household uses for cutlery and showing the right 
Kleanblade Knife for each purpose. Photographs were 
taken under the direction of Good Housekeeping Institute. 


This is the kind of booklet that all the women like— 
and it will sell Remington Kleanblade Household Cutlery. 
Kleanblade cutlery is in keeping with the modern trend in If you are interested in the sale of kitchen cutlery, write 
beauty, utility and style in household equipment. With for this booklet. Our jobbers’ salesmen will be glad to 
Bakelite handles it is the only germ proof cutlery on the show you the new patterns in the Kleanblade line. If they 
market. are not carrying them, write us direct. 


The Greatest Value Ever Offered— Rf H{ NS , ‘ QZ e- 
¢ +. 


The Remington Standard American 
Dollar Pocket Knife President 














REMINGTON ARMS COMPANY, Inc. 


Originators of Kleanbore Ammunition 
25 Broadway, New York City Telephone, DIgby 4-2300 


- Manufacturers of Arms, Ammunition, Cutlery, and Cash Registers 
@ 1931 R. A. Co. 
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PITTSBURGH 


(Pittsburgh office of HARDWARE AGE) 
PittspurcH, June 16. 


EMAND for seasonable hard- 
D ware items has improved some- 

what in the last week, and the 
first half of the month will compare 
favorably with May. Jobbers are re- 
ceiving orders for scythes, snaths, grass 
hooks and other tools of this nature, 
and movement of screen doors and win- 
dows as well as wire cloth is now rather 
active. Some jobbers have noticed that 
wire cloth is in better demand than the 
finished doors and windows, as buyers 
seem to have ample time to make their 
own screen equipment. Extremely wet 
weather has been generally favorable to 
movement of garden tools, as well as 
insecticides and sprays. Garden plows 
are doing fairly well, and lawn mow- 
ers and rollers are moving slightly bet- 
ter. There has been little demand for 
lawn hose, and sprinkling equipment 
has been exceedingly dull. 


BUILDING SUPPLIES 


Outside paints have been slightly 
more active, but movement to date still 
leaves something to be desired and does 
not compare favorably with the earlier 
seasonal demand for inside paints, var- 
nishes and lacquers. Builders’ hard- 
ware continues very dull, with little 
movement in sight for this year. 


PRICE SITUATION 


No important price changes have 
been reported, and quotations on most 
items are fairly well maintained. Job- 
bers are holding to $2.10 per keg on 
wire nails, and prices of barbed wire 
and fencing are well maintained. No 
widespread shading of bolt and nut 
prices is reported in the Pittsburgh 
territory. Quotations on painting in- 
gredients, including white lead, turpen- 
tine and linseed oil, are unchanged for 
the eighth consecutive week. 


INDUSTRIAL CONDITIONS 


Basic industrial conditions in the 
Pittsburgh district have now been gen- 
erally adjusted to light seasonal de- 
mand and curtailment of production in 
the basic industries has not been so 
pronounced in the last week. Steel in- 
got production is holding at around 40 
per cent of capacity, but blast furnace 
activity is somewhat lower because of 
rather sharp curtailment during the 
end of May. Steel finishing mills are 
running at a slow rate, but no sharp 
curtailment has been reported recently. 
Heavier orders for line pipe have stim- 
ulated operations somewhat in this de- 
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partment. Steel companies are making 
every possible effort to curtail operat- 
ing expenses, and in many cases have 
completely suspended production at 
high cost plants and concentrated ac- 
tivity at the larger units. 


COAL MINING 


The coal industry in western Penn- 
sylvania and West Virginia is facing 
the most serious strike since 1922. Thus 
far no efforts to check the spread of 
labor disorders have been successful, 
but hope for a peaceful agreement is 
still held out in some quarters. In the 
meantime 30 or 40 mines are affected, 
and disorder has been encountered in 
some sections. Thus far no marked 
change in the coal market has resulted 
from the strike, although a few buyers 


Seasonal Goods Active 
May Level Maintained 


are now beginning to show a little more 
interest in accumulating a surplus. Few 
inventories are rather low even for the 
present depressed operating schedules, 
and a marked continuance of labor dis- 
orders might have serious conse- 
quences. 


EMPLOYMENT 


Employment conditions in the dis- 
trict have not changed materially, al- 
though the trtnd is still toward lower 
wages and less working hours. Road 
building and other construction proj- 
ects have helped the situation to some 
extent, but do not so much as offset re- 
duced personnel in the manufacturing 
industries. Collections continue unsat- 
isfactory, with no immediate relief in 
sight. 





ATLANTA 


(Atlanta office of HARDWARE AGE) 
Atianta, June 16. 


LTHOUGH hardware sales with 
jobbing houses in the Atlanta 
trade territory seemed to indi- 

cate improvement over the first half of 
May, aggregate sales volume fell con- 
siderably behind the corresponding 
month of last year and also that of 
the preceding month this year. The 
first half of June has got off to a 
fair start and is expected to show 
improvement over last month. Dealer 
buying is confined to immediate re- 
quirements and is of a Yery diversi- 
fied nature. Unsettled conditions, 
especially with the farming indus- 
try, has placed a hardship on small 
retailers who are dependent very large- 
ly on the farmer trade for business. 
However, little complaint is heard from 
aggressive retailers of larger towns and 
cities. Jobbers report stocks in good 
order and well assorted to meet any 


- immediate demand. 


PRICE REVISIONS 


Recent price revisions have been few. 
However, the general tendency is still 
downward and is placing a hardship on 
wholesalers that are maintaining full 
and well assorted stocks. With prices 
uncertain and changing occasionally, 
they are sometimes forced to take 
losses. Belief is expressed, however, 
that most major price revisions have 
taken place and that changes in the 
future will likely be of less importance. 


Improvement Expected 
Prices.Fairly Steady 


Revisions have recently been announced 
by local jobbers on hammers, hatchets, 
butts, hinges and a few other small 
minor items. 


CURRENT DEMAND 


Dealers’ sales on sporting goods reg- 
ister activity at this time. Fishing 
tackle and golf equipment are showing 
nice volume, as well as camping equip- 
ment. Jobbers report seasonal activity 
on oil stoves, hay ties, syrup cans, lard 
cans, packers’ cans, pocket cutlery, can- 
ners, fruit jars, rubbers and jar caps. 
The future order list for fall and win- 
ter merchandise shows bookings on 
stoves, ranges, pipe, plow goods, etc., 
and shows a fair volume. 


COLLECTIONS 


Collections are reported as_ being 
about the same and show practically no 
change over two weeks ago. It is doubt- 
ful that any improvement can be an- 
ticipated within the near future and at 
least not until relief is given to labor 
troubles. 


EMPLOYMENT 


The employment situation is still 
meeting with adverses and, while re- 
ports from some localities show im- 
provement, unemployment in other sec- 
tions is on the increase. Several build- 
ing projects will give relief to thou- 
sands and highway construction is also 
helping conditions. Work will soon be 
started on the new Atlanta Post Office 
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He couldn’t go wrong 
if he was blindfolded? 


He’d have to be a good guesser to pick the right double-end 
wrench for a particular nut the first time. But it’s a cinch 
with a Crestoloy Kit. 

Only 3 wrenches to choose from... 3 drop-forged ad- 
justable Crestoloys ... that’s all you need! For each one 
replaces eleven double-end wrenches ...or 33 in all. No 
guessing ...no fumbling for the right wrench. In the 
flash of a second, it’s in your hand, light, easily adjust- 
ed and ready to tackle the toughest nut. Thin enough 
to get in the tightest place. 

Every mechanic, householder, motorist, farmer, 
will want a Crestoloy Kit. Not only because of 
what it means in the way of lower tool cost... 
less tool weight ...and shortened working time 
.-. but because the three Crestoloys are 30% 
thinner, 200% stronger, and tougher than ever 
before. 

It’s a real set of wrenches... the finest 
ever made. Order a supply from your job- 
ber and see how quickly your customers 
will buy. 

The Crestoloy Kit is bound to sell itself. 


CRESTOLOY WRENCH SPECIFICATIONS: 














No. LENGTH CAPACITY WEIGHT 
AC 16 6 inches 3/4 inches 5 ounces 
AC 18 8 inches 15/16 inches 8 ounces 
AC 110 10 inches 1/18 inches 13 ounces 


CRESCENT TOOL COMPANY 
Jamestown, N. Y. 














and Smitht& 
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and will mean jobs for hundreds in 
this city. 


AGRICULTURE 


The prosperity of Georgia and the 
Southern farmer is dependent to a 
large extent upon the value of this sea- 
son’s cotton crop and the welfare of 
all of us is linked up directly or indi- 
rectly with those of the farmer. The 
agricultural situation has been more or 
less unsettled in the South, however, 
adverses are being ironed out, and it 
is believed that the end of the sea- 
son will find the southern farmer on 
the profit side of the sheet. 


CINCINNATI 


(Cincinnati office of HARDWARE AGE) 
Cincinnati, June 16. 
HE district hardware market 
has shown relatively no change 
in the last two weeks. Demand 
has been sustained at the same slow 
pace that has prevailed for the pre- 
ceding month. Buying by dealers at 
a hand-to-mouth rate is reflected in 
the small quantity orders. Retail stocks, 
while apparently adequate to meet 
current consumption, are not large 
and retailers are entering the market 
at more frequent intervals than under 
normal conditions. Staple merchandise 
is holding its place in the present 
business volume, but without any no- 
ticeable feature. 


PRICE TENDENCY 


Prices on all items are holding to 
present schedules, although the buy- 
ers’ apathy has tended to give the mar- 
ket an undertone of softness. This 
undertone is adding to the caution of 
retailers. 


FUTURE ORDERS 


Future business is relatively negli- 
gible. Of course, interest by way of 
inquiry is manifest, and jobbers note 
some request for prices on future 
goods. Purchases, however, are being 
delayed until a consumers’ demand 
appears, or the proper season arrives. 


PIG IRON AND COKE 


The usual seasonal recession in de- 
mand for pig iron and coke has not 
materialized. Current business is be- 
ing sustained at from 1500 to 2000 
tons weekly, which rate has prevailed 
for some time past. During the nor- 
mal industrial period, consumers en- 
tered the market near the close of the 
quarter for large purchases to cover 
their needs for the ensuing quarter. 
At these times there was a natural 
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Small Changes Reflected in 
Final Credit Survey Report 


(From Our Washington Bureau) 

The final report of the Retail Credit 
Survey for the last six months of 1930 
reveals that current obligations in the 
form of open credit and installment 
accounts were paid in an orderly man- 
ner, with small changes reflected in 
the figures from 1929, according to 
Director William L. Cooper of the Bu- 
reau of Foreign and Domestic Com- 
merce. These surveys are conducted in 
cooperation with the National Retail 
Credit Association and credit bureaus 





Prices 


increase in business which leveled to 
a slower rate during the middle of the 
quarter, when only small quantities 
of material were required for sudden 
emergencies. For the last six months, 
however, the demand has been at the 
same slow rate to accommodate cur- 
rent needs of melters. Since they have 
no inventories, frequent purchases are 
necessary and it is anticipated that 
a steady demand will continue through 
the summer. 


FINISHED SHEETS 


On the other hand, finished sheets 
have receded slightly in demand dur- 
ing the last week, as was anticipated 
with the advent of warm _ weather. 
Specifications from the automotive 
field have been reduced, while demand 
from the road construction field has 
increased. This latter improvement, 
however, has not been great enough 
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in 25 representative cities. The report 
contains information on kinds and ex- 
tent of credit business, returns and 
allowances, collections, bad debt losses, 
etc., grouped by sizes and stores and 
set forth by months and cities. It deals 
with 513 retail establishments, none of 
which handles hardware exclusively. 
The report, however, is so broad in 
character and in the types of business 
concerned that it reflects conditions in 
all retail lines. Data on sales collections 
and bad debt losses show that the re- 
tail structure of the country has stood 
the test of business recession in a 
highly satisfactory manner. 


Slow Demand Continues; 
Show Softness 


to offset the seasonal decline in other 
fields. Business, however, is slightly 
under 50 per cent of capacity, while 
production is still a little above the 
level of demand. Prices have been 
fairly well established, and little, if 
any, deviation from present schedules 
is expected. 


EMPLOYMENT 


Industrial employment during May 
declined still further. A slight im- 
provement during April was wiped out 
in May, bringing the employment situ- 
ation back to where it was in Febru- 
ary and March. 


COLLECTIONS 


Collections are still difficult, and 
local jobbers indicate that the credit 
situation is still far from being satis- 
factory. 





CHICAG 


(Chicago office of HARDWARBP AGE) 
Cuicaco, June 16. 


ENERAL hardware sales con- 

tinue about levelly quiet, with 
( ; selling of “outdoor” goods de- 
layed by the frequent and heavy rains 
in this district. A deficiency of mois- 
ture during the early months, prom- 
ising trouble for crops, has been fully 
made up during May and June. Farm 
conditions are bettered at the expense, 
of course, of camping, touring, golf 
and baseball activities. Each dealer’s 
success in maintaining reasonable 
sales, consequently, depends upon his 
ability to watch local conditions and 
switch current effort accordingly. 


Current Sales Moderate 
Prospects Are Brighter. 


CREDIT SITUATION 


Banks and mercantile houses are 
making the best of the existing credit 
situation, with the stronger institutions 
cooperating to help the lesser. The 
position of Chicago as a leading finan- 
cial center has been greatly strength- 
ened by several new, large and very 
important banking consolidations. Wise 
merchants are keeping stocks low, and 
very clean of slow, old, or surplus 
stocks and duplicate lines. There is 
every necessity of clearance sales in 
the average store—well advertised and 
with prices, regardless of cost, which 
will surely move any slow-selling ac- 
cumulations. 
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Vou Il have NO TROUBLE getting PENNVERNON 


gpa manag Window Glass is unique—in two 
ways. First, because of its quality. Due to our 
new manufacturing process, Pennvernon has a 
new flatness, clearness of vision and brilliancy. A 
remarkable freedom from flaws and defects. And 
yet it costs no more than ordinary window glass. 
Second, Pennvernon is unique in that it is 
more readily available than any other window 
glass. Manufactured by the Pittsburgh Plate 
Glass Company, Pennvernon is distributed 
through the same vast warehouse system that 
handles the other famous products of this 
company. Sixty-five warehouses have Penn- 
vernon Window Glass ready for you—a ware- 
house in every principal city and each fully 
equipped to render prompt, satisfactory ser- 
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vice. In addition, this flatter, cléarer glass is avail- 
able at all leading glass jobbers. 

Get to know Pennvernon. You’ll find it a fast, 
steady seller. Write us for samples—large or small 
—and examine them. We will send you, too, upon 
request, our special booklet on Pennvernon manu- 
facture. Address Pittsburgh Plate Glass Co., Grant 
Building, Pittsburgh, Pa. 
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RECORD LOW PRICES 


Not everyone realizes the present 
lowness of some metals and staples 
affecting the hardware man. On June 
8 pig tin was $22.30 per 100 Ib., the 
lowest since 1899. Copper at 814 cents 


has never been so cheap. Lead at 
$3.60 now compares with a 1907 rec- 
ord “low” of $3.50, and smelter at 
$3.20 is 70 cents under the previous 
bottom, in 1901. 

Hardware prices continue to mani- 
fest slow and now rather grudging 
declines. Basic heavy goods are very 
cheap, but with no immediate sign of 
strengthening. Some day many pres- 
ent prices are going to look unbe- 
lievably cheap; meanwhile a number 
of manufactured lines need more li- 
quidation. In general, manufacturers 
and jobbers have followed lower costs 
of material, and savings in labor, with 


TWIN 


(Minneapolis office of HARDWARE AGE) 
MinNEAPOLIs, June 16. 


ONDITIONS in the Northwest 
C tributary to the Twin Cities 

show little change for the past 
week. While the general tone of the 
entire country seems to be slightly im- 
proved, this part of the country con- 
tinues on its way without the great 
amount of depression talk which has 
featured other sections, and without 
the feeling that conditions have been 
quite so extreme. Rains have fallen 
at the opportune time over many sec- 
tions of the Northwest, bringing the 
necessary moisture for the crops which 
are just getting well started. Almost 
without exception, crop prospects over 
the entire area are very good. This, 
in turn, gives encouragement in all 
lines of business. 


BUILDING OPERATIONS 


Building, in the larger cities at 
least, has not opened up as well as had 
been expected earlier in the season. 
Larger contracts are slow in develop- 
ing, and home building is confined 


NEW YORK 


New York, June 16. 


EVERAL days of _ inclement 
S weather during the past week 
served to retard the demand for 
seasonal goods. Local jobbers, how- 


ever, express the opinion that with the 
advent of fair and warmer weather 
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prompt price declines for many months 
past, but it is felt that some retailers 
have been slow to pass along reduced 
prices. 


FUTURE BUYING 


Future buying of goods seasonable 
later on is very slow. In view of con- 
servative mill production and low fac- 
tory and wholesale stocks, dealers are 
urged not to overdo safe buying by 
postponing until active seasonal selling 
is right upon them. <i 


GALVANIZED WARE 


Summer selling calls for quantities 
of galvanized wares, particularly pails. 
Manufacturers contend that, with re- 
duced output, regardless of spelter at 
unprecedented low cost, prices on these 
wares are not returning actual cost of 
production. 





largely to projects where tracts are 
being developed, although there is a 
fair amount of general development. 


GENERAL SENTIMENT 


The national ailment of an apparent 
lack of confidence in general condi- 
tions has had its effect in this part of 
the country, although not felt so great- 
ly here as in other sections. In fact, 
the feeling is growing that the so- 
called depression has reached the bot- 
tom, and that a turn for the better 
can be expected during this month. 
Some of the jobbers state that June 
business this year is equal to that of 
last year, and that they expect to see 
more favorable buying gs the year pro- 
gresses. 


FUTURE ORDERS 


Buying of futures is very light, due 
to the reluctance of dealers to place 
orders for merchandise with the mar- 
ket as weak as it is at-present. There 
is still some speculation as to the pos- 
sibility of lower prices, and buying is 
done mostly for immediate needs. 





an increased movement of merchandise 
can be expected. With retail stocks, 
for the most part, at abnormally low 
levels, dealers are forced to place fre- 
quent orders for replenishments. Thus 
an increased consumer demand is al- 
most immediately reflected in whole- 





WINDOW GLASS 


Prices are very low, and some deal- 
ers are commencing to place orders 
for fall requirements. The market 
shows little indication of advance in 
price—however, since window glass is 
now claimed as selling by the manu- 
facturers at less than cost of produc- 
tion, a further decline seems improb- 
able. 


COTTON DUCK 


A new list of June 1, 1931, shows 
no change in single or double filling 
duck, but all wide or number duck, 
as well ag sail duck, will take new 
lower list prices with a discount such 
that the net result, on the basis of the 
new schedule, is a few points higher. 
Mills are using every possible effort 
to maintain the new schedule, though 
the raw material market is weak. 


Healthy Sentiment Prevails; 
Collections Are Fair 


VACATION GOODS 


Outing, fishing and touring supplies 
are selling with a fair volume. With 
the beginning of vacation time the de- 
mand for vacationers’ equipment of all 
kinds has improved. 


RURAL BUSINESS 


Sales in rural communities are fair, 
and the salesman who goes out after 
business finds that it can be had. The 
farmer is finding that his dollar will 
buy more now than it has for many 
years, and is beginning, with the pros- 
pects of another crop, to think of some 
of the things he requires in his farm 
equipment. % 


COLLECTIONS AND PRICES 


Collections are fair, considering the 
general conditions. They compare fa- 
vorably with those of a year ago at 
this same time, according to some of 
the jobbers. 

Prices show no activity, no changes 
being made during the past week. 


Weather Retards Sales 
Demand Is 


Moderate 


sale volume. The cautious buying poli- 
cies which have been adopted by most 
retailers have been prompted by the 
easier trend in prices, and also by the 
fact that it has been difficult to judge 
the extent of the buying power of con- 
sumers. When quotations begin to 
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BOOK OF FACTS 


rated high among industrial fact offerings, 





has gone into the Fifth Edition, just now 
off the press. Whether you have had 
former editions or not, you ought to have 
this informative book. 


INDUSTRIAL COMMITTEE OF THE CHAMBER OF COMMERCE OF 


KANSAS CITY 

















34, mill; . 
Nearly % million people live Industrial Committee, Chamber of Commerce, Kansas City, Mo. 
within one hour by motor car Please send me the Book of Kansas City Facts. I am intesested 

in the industry. 
from Twelfth Street and Grand 

Name 
Avenue, Kansas City, Mo. Firm 

Address 

City, State. -_—— 








{I saw your advertisement in Hardware Age} 
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show their first indication of firmness 
and greater stability, it is believed that 
dealers will be willing to place larger 
orders. Earlier in the month it ap- 
peared that wholesale sales for June 
might equal those of the preceding 
month, but the change in weather has 
made this possibility unlikely. 


GARDEN TOOLS ACTIVE 


Grass cutting tools of all descrip- 
tions are in brisk demand, as the re- 
cent rains accelerated plant growth. 
The following items are among those 
now moving in healthy volume: lawn 
rollers, grass shears, grass hooks, 
scythes and snaths, grass catchers, 
garden tools, garden plows, flower-bed 
guard, trellis wire, lawn fence, flower 
boxes, post-hole augers, garden-tool 
handles, hedge shears, insecticides, 
spraying equipment and screen goods. 


RETAIL TRADE INDICATOR 


Many department store sales in the 
New York district, according to the 
Federal Reserve Board, reflect a de- 
cline of 16 per cent as compared with 
the corresponding month of last year. 
For the first five months of the year 
a decrease of 8 per cent is shown. 


BOSTON 


(Boston office of HARDWARE AGE) 
Boston, June 16. 


S 1931 progresses it becomes 
A more and more evident that 
all branches of the New Eng- 
land hardware business have done 
remarkably well so far. In other lines 
of business, both retail and wholesale, 
trade has fluctuated between good and 
poor, while in the hardware the gen- 
eral tendency has been toward a slight 
improvement. In many other lines, 
1931 sales are behind those of a year 
ago, while in hardware jobbing sales 
have kept pace with or exceeded 1930. 
Some retail hardware dealers have not 
fared particularly well this year, it is 
true, but collectively their showing 
compares quite favorably with other 
retail lines. 

Competition for business in hard- 
ware is just as keen as in other lines, 
consequently the status of the trade 
may be ascribed to the fact that while 
hardware values are lower than they 
were a year ago, there has been no 
hysteria in the matter of price revi- 
sions. Price slashing is always dis- 
turbing, and instead of increasing 
sales usually curtails buying. The 
matter of price adjustments in hard- 
ware lines has been so administered 
little or no disturbance has been ex- 
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Sales 
Few Price Changes Made 


MAY UNEMPLOYMENT 


Unemployment in New York State 
increased 1.9 per cent, and in New 
York City 4 per cent, according to the 
monthly report of the State Labor De- 
partment issued last week by Frances 
Perkins, State Industrial Commis- 
sioner. An unofficial estimate of the 
number of persons now unemployed in 
the State was given as being approxi- 
mately 750,000. 


OUTDOOR GOODS ~* 


The excellent demand which has 
prevailed for outdoor goods, including 
tennis and golf equipment, fishing 
tackle, tourists’ needs, marine goods, 
and vacation supplies has been a pleas- 
ant surprise to manufacturers and dis- 
tributors of such lines. Sales in some 
instances are expected to exceed those 
of last season. 


CANNING SUPPLIES 


With some home-grown fruits and 
vegetables now appearing on the mar- 
ket, the early demand for home can- 
ning and preserving equipment has 
started to register. Jelly glasses, fruit 





Well 


Maintained; 


perienced. This lack of disturbance 
has created confidence in retail as well 
as wholesale circles. 


CURRENT VOLUME 


In the wholesale shelf hardware 
market a slight falling off in sales is 
noted this week, partly due to weather 
conditions in the early part, and partly 
to a natural seasonal letup. Never- 
theless, sales compare very favorably 
with a year ago. On certain items 
where sales energy has been stressed, 
bookings run well above last year. 

While the average retailer is not 
particularly interested in futures, the 
wholesale trade is not unduly con- 
cerned, because it is generally recog 
nized that retail holdings of futures 
is generally limited and that buying 
will ensue sooner or later from ne- 
cessity. Current buying is of goods 
needed immediately, and during sum- 
mer months is sufficiently active to 
keep wholesalers reasonably employed. 


MILL SUPPLIES 


Wholesale mill supply sales so far 
this year have naturally been influ- 
enced by the comparative slackness in 
shops and manufacturing plants, yet 
when compared with those of 1930, the 
aggregate is practically the same. 





jars, jar lids, jar rubbers, canning 
racks, fruit jar funnels and wrenches, 


colanders, jelly strainers, canning 
racks, sealing wax, and preserving 
kettles are moving in promising early 
volume. It is said that this season will 
see an increasing number of house- 
wives putting up their own foodstuffs. 
The fact that a shortage of mason jars 
existed in this market last season has 
influenced many dealers to place fairly 
heavy orders. 


PRICE SITUATION 


Few price revisions of importance 
have been recently made. Prices on 
electric tools and grinders have been 
revised by some of the leading manu- 
facturers. Some numbers have been 
reduced, while others have been ad- 
vanced as much as 15 per cent. Many 
raw materials entering into hardware 
products are now at record low levels, 
but except in scattered instances, prices 
on finished products have declined al- 
most simultaneously with receding 
prices for raw metals and staples. The 
exceptions, as a rule, are spring lines, 
and no further revisions in such ap- 
pear likely until next season’s prices 
are “announced. 


Mill supply houses have been going 
through a lot of motions, however. In 
other words, the average order received 
by them concerns a small amount of 
merchandise, but there are a sizable 
number of orders received each day, 
and consumers and retailers are or- 
dering every day. Mill supply house 
employees therefore are doing vastly 
more manual labor handling aggre- 
gate weekly bookings than they did 
last year. 


MARINE- HARDWARE 


While many people have been forced 
to give up so-called luxuries during 
the past year, yachting and boating 
in general apparently has not suf- 
fered a great deal, so far this year, at 
least. The craze for speedboat racing 
is greater than ever, and there are 
indications that 1931 sales of outboard 
motors will be of record-breaking pro- 
portions. 


FEW PRICE CHANGES 


One stabilizing statement has been 
jssued by a New England manufac- 
turer of files. It has informed the 
trade that it guarantees prices against 
decline until Jan. 1 next. The retailer 
and consumer is therefore assured 
money cannot be lost on such files this 
year, at least. Certain kinds of high- 
speed drills have been reduced 10 to 
15 per cent, but comparatively few 
hardware retailers carry such tools. 
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Ries & Prince products 
are right in accuracy, finish and package. 
You can sell them with the utmost confidence 
of customer satisfaction. 

These and many other types and sizes in 
steel, brass, bronze, Everdur, Monel, Stain- 
less, and other special alloys and plain, 





polished, nickel, copper, blued, galvanized, 
cadmium or chromium finishes. 


Standardize on Reed & Prince products. 


REED & PRINCE MFG. CO. 
WORCESTER, MASS., U.S. A. 


WESTERN BRANCH AT CHICAGO: 3635 IRON STREET 
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7,000 


manutacturers 
can help you 
build profits 


This fall at the Leipzig Trade Fair 7,000 manufacturers 
from 22 countries will exhibit their newest merchandise. 
The Fairs are held twice each year. The Fall Fair opens 
August 30th and continues through September 3rd. 


At this Fair—among the exhibits of 6,000 manufacturers 
of general merchandise and novelties—you will find 812 
firms showing hardware (both staples and novelties), house- 
hold goods, metalware, electrical household appliances; 127 
firms showing sporting goods; 676 firms showing glassware 
and ceramics, crockery and pottery. In addition, 1,000 manu- 
facturers exhibit a wide variety of building and industrial 


supplies. 


Merchandise in similar classifications is grouped so that 
comparison is easy. In less than one week’s time you cover 
all the important markets of Europe and Asia. 


There is a distinct price advantage in buying at Leipzig 
today. The strongest evidence that Leipzig merchandise is 
profitable lies in the fact that 95% of the American buyers 
who once go, go again. 

You deal directly with the manufacturers in arranging 
prices and in having items styled to your own specifications. 
Further, you acquire merchandise which your competitors 
will not have. 

Every convenience is provided for your trip. The cost 
becomes incidental when compared to the greater profits in 
widening your buying range. 

Use the coupon below to secure more detailed informa- 
tion. Kindly let us know which lines interest you most. 


LEIPZIG 


TRADE FAIRS 


For 700 years the world’s greatest markets 





LEIPZIG TRADE FAIR, INC., 
10 East 40th Street, New York City 


ih  CRCUUNNED SIRUMIUINUNE Ne 66.n5.06 bc cewicwccnendves cote Gudecucngeee 
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The Name 


RUBBERSET 


TRACE MARK 


on any brush is a guarantee 
that it is of highest quality. 
For your own protection look 
for this trademarked name, and 
this name only, on the brush. 





There is only one RUBBERSET! 


Every RUBBERSET brush is 

set in rubber, but no other 

set-in-rubber brush is a 
RUBBERSET 


RUBBERSET COMPANY 
Newark, N. J. 
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“When Prices Fall 


(Continued from page 17) 


covered a wide range of possible action, ranging 
from frank dishonesty to mere delusion. The first 
and perhaps the most dishonest proposition was that 
the government should redeem its bonds not in gold 
but in paper currency. This was finally negatived, 
which marked a decided advance in public morality 
since the days of the Fathers, for we must recall 
that after the Revolution repudiation had been ac- 
cepted without much argument, except for the for- 
eign debt. 

At later stages came the effort, successful for a 

time, to retain all the paper in service, until the de- 
mands of the country could grow up to the currency 
supply. The resumption of specie payments, ef- 
fected in 1879, put an end to these phases of the 
matter. 
, in still later years there were national party plat- 
forms and campaigns which turned on the proposi- 
tion of issuing a new supply of paper or of return- 
ing to the free coinage of silver, which had been 
demonetized in 1873 by a large number of countries 
in addition to the United States. . 

From 1896 on to the peak of high prices in 1919- 
1921, no one was interested in a cheap money issue; 
but from now on the question is bound to regain its 
political importance, and unless some new factor 
enters to change the situation we may fairly 
prophesy that within a few years we will again face 
arguments in favor of issuing paper, or coining sil- 
ver, or stamping clay into currency. 





Disston Saw 
Window 
Display 

This Disston 


saw window 
display is of- 
fered to dealers 
by Henry Diss- 
ton ~& Sons, 
Inc., Philadel- 
phia, Pa. It 
consists of six 
sturdy _ easels ca oS aes 

of new de- ' 

sign, in colors, as 

saws as _ illus- 

trated. Price cards for the D-7, D-8, D-23, D-12, D-15 and 
D-115 are provided for clipping to the back of the saws. 
A show card announcing new prices on Disston saws, start- 
ing at $2.75, is given with the display. It is also of orange, 
black and white color, as are the price cards and easels. 
Four-page folders in the same color scheme are offered to 
dealers. Folders give new prices and illustrate the different 
models. 
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HARDENED 
STEEL 
- SHACKLE 


PIN TUMBLER 
MECHANISM, 


SOLID BRASS * 


BLOCK 
SURROUNDED 
bY A 

HEAVY BRASS 

Or NG tom f — 


WTO THE 
DOUBLE 
“BOLT. 











ex Tue inside of a padlock is 
vastly more important than the outside. Pin 
tumbler lock work guarantees the utmost 


security of which a padlock is capable. 


Eagle No. 04810 Padlocks afford genuine pin 
tumbler protection. It pays to sell these 
better padlocks because profit is greater and 


customers STAY pleased. 


ese 


The Eagle Quality Line 


Night Latches 
Trunk Locks 
Front Door Sets 


Wood Screws 
Stove Bolts 


Store Door Sets 
Padlocks 


Cabinet Locks Machine Screws 


eacte {Bc ice CO, 
26 Warren Street-- New York, 


Branch Offices: 
521 Commerce St. 177-I79N.FronklinSt. 114 Bedford St 
Philadelphia, Pa. Chicago, Ill. Boston, Mase 
Works at Terryville, Conn. 
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On Doors that 
swing in Lovely 
Homes... einen 


Homes, striking examples 





of livability in all price 
ranges, are. found equipt 
with GRfFFIN Hinges and 
Butts. The GRIFFIN. Line includes items to meet every 
Hinge requirement throughout the home and the garage 
as well. } Each embodies the skill, precision, finish and 





ability to give lasting service, which has characterized 
-- the name of GRIFFIN since 1899. 


ERIE, PENNSYLVANIA 
MANUFACTURERS 


Branch Offices:- 


NEW YORK: 45 Warren Sr. BOSTON: 113.PuRCHASE ST. 
CHICAGO: 555 W. RANDOLPH ST. SAN FRANCISCO: 703 Market St. 




















thoroughness in manufac- 
turing and offering the greatest 
security the Corbin Extruded Metal 
Padlock perfectly meets the requirements 
of trustworthy protection. Sell and Stock Corbin 
Extruded Metal Padlocks. Made in 10 sizes, ranging 
from 1 to 3 inches. Shackles furnished either in brass or 


hardened steel. 


CORBIN CABINET LOCK CO. 


"The American Hardware Corp., Successor 


NEW BRITAIN, CONN.,U.S.A. 


PHILADELPHIA 














Conlon Hold-Heet 
Washer Model 142 


Conlon Corp., 19th St. and 52d 
Ave., Chicago, IIl., offers the Con- 
lon Hold-Heet washer model 142, 
designed to retail for the sug- 
gested price of $79.50. Model 
142 has porcelain tub, heat re- 
taining Armco steel jacket - and 
214-in. balloon roll wringer. Solid 
copper nickel plated inner tub 
instead of porcelain is available 
at slightly higher price. Odd fre- 
quency AC or DC current motors 
are offered at slightly higher cost. 
Capacity is 7 lb. of dry clothes 
and 14 gal. of water. Chassis, 
mechanism and motor are assem- 
bled as one unit. Lovell all-metal cadmium plated pressure 
cleanser mounted to gear box and equipped with die cast 
gears is included. It is of reversible swinging type, locking 
in six positions and haying convenient safety release and 
adjustable tension screw. Direct control for agitator and 
convenient levers for pressure cleanser are features. Weight 
is 168 lb. Dealer costs are: lots of one, $50.50 each; three, 
$49.25 each; six, $48.50 each, and lots of twelve, $47.70 each. 





“Spirit of Hollywood” 


Schoenhut’s “Spirit of Hollywood” is 
a novelty containing a sound-producing 
ratchet, giving a sound similar to that 
made by a real moving picture camera. 
Handle of camera is turned to give the 
sound of operation. The A. Schoenhut 
Co., Inc., E. Hagert and Sepviva Sts., 
Philadelphia, Pa., is the maker. The 
large size, No. 9/100, which stands 33 in. 
high and weighs 2% Ib. each, lists at 
$1.00. No. 9/25, listing at 25c. each, 
stands 10% in. high and weighs 5 oz. 











Duroplastic Calking 
Compound 


The Durable Products Co., 5005 
Euclid Ave., Cleveland, Ohio, is 
now offering Duroplastic Calking 
Compound in a handy tube. This 
compound had been offered previ- 
ously only in bulk to builders and 
contractors. It is packed in attractive 
display cartons of six tubes. Each 
tube has a specially designed noz- 
zle, which when attached to the 
tube will smooth and calk at the 
same time, without the use of a 
smoothing tool. Each tube holds 
enough material to calk from 25 to 
30 lineal feet. The compound, 
which is of interest to weather- 
stripping and paint departments, 
will not stain, says the maker. 
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RINGCO BRAND 


CHROMIUM FINISH BATH ROOM FIXTURES 





No. 3168 


Many dealers are increasing sales by offering Enduring Chromium 
Plated Bath Room Fixtures (all made from solid brass). 
Write for copy of Chromium Folder “XA” which illustrates our 


entire Chromium Finish line. 
MADE BY 


AMERICAN RING COMPANY 
WATERBURY, CONN. 


SALES OFFICES WE MAKE ALSO 
Ee a ..170 Summer St. widienaaie nana caaaie 7” 
TIN hiss 06 0a KR ERO REOS 2 Hudson St. UPHOLSTERER’S NAILS 
MEEBO AGO on. oc oii ects sc cece 29 E. Madison St. FURNITURE HARDWARE 
SAN FRANCISCO........ 116 New Montgomery St. SPECIAL BRASS GOODS TO ORDER 











MYERS O-K HAY UNLOADER 


RATENTED 





STEEL 
Woop, 
or 
CABLE 
TRACK 





Myers Unloaders for 
one or two forks or slings 


MYERS F ORKS, SLINGS and PULLEYS offer everything a farmer demands 








Dependable Forks, Slings, — and Fixtures are . 3 : 
important during harvest. The Myers Line measures up in the way of unloading service. 
t resent un ing requirement 
iia aaa ts ea 5: - Styled and built for speed, ease of 

2 operation and heavy loads, their rec- 
ord of performance over a long period 






























of years reflects their outstanding 
value in quality and dependability. 
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Your orders will receive prompt at- 
tention. Write or wire. 


nm F.E.MYERS & BRO.c¢9: 


ASHLAN BD, OHIO. 


WATER SYSTENE Sa A IN DING TOOLS - BARN. FACTORY end 
eng gnas HANG ie NeEKS- STORE LADDERS. Etc. 







































UF KIN 


CRESCENT 
TAPE-RULE 


New and Profitable Item 





Gescont Tape-Rule 
The Convenience of a Pocket Tape 
The Utility of a Rule 
Sturdy Construction-Automatic Wind-Accurate 
Chromium Plated Case 
EVERY MECHANIC SHOULD HAVE ONE 


Price Each 








This Article Recommends Iiself 
to You Because It Sells Readily, 
Having Widespread Appeal. It 
Yields a Handsome Profit Margin. 


Blade is of superior quelty tempered 
steel, stiffened by special forming. 
Unsupported it may be projected to 
any wall, ceiling, or into an opening, 
but it will also conform to round 
cornered or irregularly shaped objects. 
It is nickel-plated, with legible, clean- 
cut markings. It measures from ex- 
treme end of blade, yet solid clip first 
end may be used as hook. 

The chromium-plated case is com- 
pact and substantial, with a positive, 
smooth-working winding device and 
ratchet stop. It is thoroughly safe as 
blade is at all times under perfect 
control. 

Attractive three-color easels for dis- 
play purposes, illustrated above, fur- 
nished free. 


No. 696—72” in 16ths 
Retail Price $3.00 each 


Specify “Crescent’’ Tape-Rules to 
your jobber. He carries them in 
stock. Setter get in on this while 
they are new. 


THE [UFHIN fpULe C0. 
SAGINAW, MICHIGAN 


106 Lafayette St., New York City 


Send for Catalog 


TAPES 
RULES 
TOOLS 
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Both Sides of the Utilities 
Question 


(Continued from page 21) 


5. Our salesmen went out into the 
rural districts, searched out custom- 
ers, and sold 1440 electric ranges in 
my division alone. According to the 
best data obtainable, all the dealers 
in that whole great area succeeded in 
selling less than 200 ranges, or a 
trifle over 10 per cent of the total. 
How many do you suppose they 
would have sold if we hadn’t been 
active in our advertising and selling 
efforts? I'll bet less than half of 
what they actually did sell. Did we 
help them by creating a group of 
satisfied customers who will spread 
the gospel of electric cooking and 
create a receptive market where none 
existed before? 


6. A hardware man said to me in 
Syracuse a short time ago: “Why 
don’t you fellows go out and sell 
appliances and turn the business 
over to us?” Gentlemen, wouldn’t 
that be Utopia? If only some good 
angel would come along and do all 
our advertising and selling for us 
and let us sit back and take the 
profits, what a wonderful world this 
would be. How stimulating it would 
be to us. Why, it would probably 
stimulate us to sleep. 

I know some of you personally, 
and I believe you to be men of back- 
bone—red-blooded Americans. And 
what red-blooded American , asks 
more in sport or in business than a 
fair field and an equal chance, with- 
out handicaps which favor his oppo- 
nent? We think we can better stim- 
ulate your activities by being active 
ourselves than by doing your job 
for you. 


7. Why do we sell washing ma- 
chines, vacuum cleaners, gas ranges, 
radio sets? you ask. Certainly we do 
not appear to be creating a market— 
the market seems already created. 
And—they are not heavy consumers 
of gas and electricity like electric 
ranges or gas water heaters. I'll 
give you a few reasons. 

First, you and other retailers are 
insisting that utilities merchandise 
at a profit—no losses to be charged 
back into our rates you say. Sup- 
pose you left to us only the unprof- 

(Continued on page 59, col. 1) 


5. The results of the sale men- 
tioned by Mr. Smith seem to prove 
the fallacy of his argument that the 
company was helping the dealers. 
The fact that dealers sold only 10 per 
cent of the ranges disposed of, indi- 
cates the handicap they were under. 
An equally. satisfied group of cus- 
tomers could be created under the 
Electrical League plan as used in 
Cleveland, with just as many sales. 


6. We concede that it would be 
foolish for the utility company to go 
out and sell the appliances and turn 
the business over to the dealer. In- 
stead the utility should do its part in 
promotional work, through a league 
or some similar organization, sup- 
ported by all factors in the indus- 
try—utilities, wholesalers and deal- 
ers. Through such an organization 
salesmen could be trained and made 
available to the dealers at regular 
salaries or commissions. This meth- 
od of promotion would stimulate 
dealers to active work and would al- 
low plenty of legitimate competition. 
It would represent a fair field and 
no favors and would have nothing 
in it inimical to public interest or 
verging on unfair trade practices. 


7. Mr. Smith’s query—“Why do 
we sell washing machines, vacuum 
cleaners, gas ranges and radios?” is 
to our mind unanswered. His ar- 
gument that the utilities should sell 
such items in order to make a profit 
is entirely out of line with what he 
says in his address, about creating 
a profitable market for the mer- 
chant. It in no way proves that it 
is to the interest of either the public 
or the dealer for the utility com- 
panies to sell merchandise. 

Likewise we fail to see where the 

(Continued on page 59, col. 2) 
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(Continued from page 58, Col. 2) 
itable appliances which you can’t 
afford to sell in volume now? We 
could never hope to break even any 
more than you could, and we would 
either have to cease our promotional 
efforts, or make our customers pay 
for them on their service bills. 

Second, we exert a stabilizing in- 
fluence on the market. An example 
is our radio, business in Syracuse. 
We understood that few dealers in 
that city showed a profit on radio 
sales in 1930. We merchandised 
radio profitably by refusing to ac- 
cept trade-ins or to give free aerials. 
We advertised radios and entertain- 
ment rather than “Trade in your old 
set.” We sold only about 700 sets, 
but we sold good sets, good service 
and made a reasonable profit. Did 
we do injury to the radio trade in 
Syracuse, or have we done something 
constructive in proving to others that 
sets could be sold legitimately and 
profitably? 


8. We cannot interest customers in 
pioneer items—the new things they 
don’t know they want—unless we 
have a diversified stock of the pop- 
ular things they are interested in and 
come in to buy. Our customers as 
well as yours expect—yes demand—- 
a full line of appliances from which 
to choose. Many a sale originates 
in an inqury for a lamp bulb, a fuse 
plug, a flat iron or a toaster. The 
customer purchases his appliances 
in order of their value to him—usu- 
ally the accepted and popular ones 
first. What a friendly outfit we 
would appear in the eyes of our 
customers if we literally told them 
that we were not interested in their 
wants; that our only interest in them 
was in selling them something that 
would make them spend a lot more 
on their gas or electric bill? The 
keynote of our policy must be ser- 
vice to the public, and our merchan- 
dising efforts must be a service to 
our customers or they fail. 
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(Continued from page 58, Col. 3) 
argument of exerting a stabilizing 
influence on the market enters into 
the question at all. Mr. Smith 
might as well argue that the utili- 
ties should sell lumber in order to 
stabilize the lumber market. The 
function of the utility company is 
to furnish gas or electricity to the 
public as cheaply as possible, con- 
sistent with a reasonable profit. Its 
function is not to experiment in mar- 
ket stabilization of merchandise. Be- 
sides, merchandising activities of 
utilities companies in many parts of 
the country are having a demoraliz- 
ing rather than a stabilizing influ- 
ence on appliance markets. The fact 
that the utilities can inflence mar- 
kets is against, rather than in favor 
of their being allowed to sell mer- 
chandise. 


8. We cannot consider Mr. Smith’s 
argument in reference to diversified 
stocks as a sound one from the stand- 
point of the basic question involved. 
He might as well contend that util- 
ity companies should carry toilet ar- 
ticles, sundries, dry goods or groc- 
ery items because such action would 
induce people to come in and would 
therefore lead to sales of electric 
refrigerators, ranges and other elec- 
trical or gas appliances. If a utility 
company really wishes to show cus- 
tomers that it is not merely inter- 
ested in selling them something to 
make them spend more money on 
their gas or electric light bills, why 
handle appliances at all? 

Should the utilities be permitted 
to continue selling appliances and 
other merchandise, they can and will 
eventually control the manufacture 
and distribution of electrical and 
gas appliances, and possibly the 


manufacture and distribution of other | 


lines of merchandise. That, to my 
way of thinking, is one of the rea- 
sons why they are merchandising. 
We cannot say that those who head 
the utilities of this country are 
stupid, and that they do not see this 
opportunity. It is my opinion that 


they are making a direct drive to- | 


ward that end now. 











These PIPE | 
WRENCHES 


even feel different—better 
designs, better materials, 
better balanced ... . 


Once in the customer's hand, these wrenches 
are half sold—they even feel different. There 
are 10 improved features on the all-steel 
pipe wrench alone, including: No Cast 
Frame’ or nut housing, a coil spring, an 
improved self-cleaning action and replace- 
able tool steel lower jaw. 


Jaws of the ARMSTRONG Chain Wrenches 
have forged-in lugs that prevent the chains 
from jamming. Even,the handles are drop 
forged steel, have both stiffness and spring. 
The chains are proof tested to two-thirds 
catalog strength (1,200 Ibs. to 40,000 Ibs.) 


These are wrenches that can be sold, that 
can't be successfully imitated. They stand 
up, and make friends for your store. 


These wrenches carry the Arm-and-Hammer 
Trade Mark==the recognized mark of the 
“Better Pipe Tools.” 


ARMSTRONG BROS. TOOL CO. 
“The Tool Holder People” 


314 N. Francisco Ave., Chicago, U.S.A. 











Write for Catalog B-27, 
176 pages of Quality Tools 
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Stock Starretts .. . 
display them... 
and you win the 
best customers 
you can have: the 
skilled machinists 
who appreciate the 
finest quality, in 
tools and in every 
other line you 
carry. 


Write for information on Starrett 
Dealer Helps; for extra copies of 
Starrett Catalog No. 25 “A” 


THE L. S. STARRETT CO. 
World's Greatest Toolmakers 
Manufacturers of Hacksaws Unexcelled 
Steel Tapes—Standard for Accuracy 
ATHOL, MASS., U. S. A. 
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PAVEMENT ENDS 


By GEORGE M. EVENSON 


Vice-President Knapp & Spencer Co. 
Sioux City, Iowa 


We are now at that period of the 
year when, out through the front 
doors of schools and colleges, there 
is passing a vast mass of young men 
and women who have complied with 
the requirements of their school or 
college, and are now listed among 
those who have received, in educa- 
tion, the best the United States has 
to offer. 

At their graduation they came to 
the “end of the pavement”—to the 
end of the easy-going, happy, care- 
free period of their lives. 

Up to this time their road has been 
carefully marked and the traveling 
has been easy. The road has been 
paved all the way; but now, the pave- 
ment ends. Each one must pick and 
choose their own road from this time 
forward, and whether they are suc- 
cessful in life will depend upon their 
ability to choose and stick to the 
right road. 

There is another class of people 
for whom the “pavement ended” in 
1929. I refer to the commercial 
travelers of America. 

Can you remember way back in 
1929—how easy it was to get big fat 
orders—how the wants of the dealer 
tumbled over themselves to get on 
your order book? How, instead of 
growing weary looking for orders. 
you grew weary writing up orders? 

We all thought that smooth com- 
mercial paved road we ,were on in 
1929 would never end. That we 
would never come to the end of the 
paving. Then something happened. 

We discovered, as we reached the 
crest of a hill in the fall of 1930, 
that a sign appeared beside the road 
reading: 


PAVEMENT ENDS 


What effect did that sign have on 
you? 

Did it take the snap out of you? 

Were you discouraged? 

Did you feel like you wanted to 
turn around and retrace your steps? 

But you couldn’t do that. You 
pass over a commercial roadway but 
once. 

Success for every man is in the 
future. It’s ahead of him and there- 


fore the road ahead is the only one 
we are now interested in. 

The pleasant free wheeling of 1929 
is gone forever. 

Some salesmen seem to be com- 
pletely confused and they drive with- 
out a definite plan to help them pick 
their road—hoping the going will get 
better, but any one who depends on 
“hope” to help them get business, 
will be disappointed. 

Every one prefers to drive on pav- 
ing, but all roads are not paved. 

The business road we are now on 
is not paved. Yet many salesmen are 
successfully negotiating that road. 
The wheeling is not the best, but they 
are making it pay to travel that road. 

These men seem to know when to 
“Step on ’er.” 

Other salesmen drive blindly along 
—cussing their luck, but putting no 
sweat info” their work—just hoping 
the wheeling will get better. 

How are you traveling the business 
road? 

You are at the end of the paved 
highway! 





Priees 


“Any fool can cut prices,” says 
Charles F. Abbott, executive director 
of the American Institute of Steel 
Construction, “but it requires the 
combined power of the industry to 
put them back again.” Prices that 
fall too fast are, like Humpty 
Dumpty, difficult to build up again. 
Prices should never fall below cost 
but many of them are in that posi- 
tion now. That is converting busi- 
ness into charity, harming many and 
benefiting no one. Clarence L. Col- 
lens, president, National Electric 
Manufacturers’ Association, also dis- 
cussing the price situation, adds the 
thought that “behind every transac- 
tion lies the economic welfare of the 
stockholders on both sides and of the 
employees; the ability to maintain 
dividends on the capital invested and 
to pay fair wages and salaries.” 
How many think of this when slash- 
ing prices? 
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Are We Too Well 
[Informed ? 


(Continued from page 24) 


tee. Then, he states, the execu- 
tive committee should not have 
access to any of the price cut cor- 
respondence. They should sim- 
ply announce to the sales depart- 
ment that prices are “so-and-so” 
and then the sales department 
should have no recourse what- 
ever except to sell goods at those 
prices. He says that the more 
ignorant the executive commit- 
tee is of the situation the better 
it is for the business. In other 
words, he believes business today 
is suffering in all lines from too 
much information. 

I remember when I was a boy 
there was a very successful hotel 
and restaurant conducted in St. 
Louis by a man who could 
neither read nor write. I once 
heard him make the statement 
that he could hire all the people 
he needed to do the figuring for 
him, to keep his bank account, 
etc., and that he had found his 
lack of knowledge in reading 
and writing a decided asset, as 
he didn’t waste his time reading 
a lot of stuff that was of no 
earthly value to him, but on the 
other hand, he devoted his en- 
tire time to watching his business 
and running his hotel and restau- 
rant successfully. 

Thomas A. Edison once told 
me that he found his deafness a 
real asset because he didn’t have 
to listen to a lot of people talk 
and he believed that by reason 
of his deafness he had been able 
to concentrate upon his various 
problems and inventions. A 
deaf and dumb man in Washing- 
ton today would certainly have 
a hard time of it. He could not 
listen and he could not talk, and 
really in Washington, you know, 
there is nothing much else to do. 
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——_—_—_-  — 
New Uses 
For Dazey Churns 
bring new sales 


opportunities to Jobbers »* Dealers 


Theyre Wonderful for 


MIXING PAINT, LAC pr 
— € CHEMICALS, 


Thousands of Dazey churns are now in 

use by painters, paper-hangers, chem- 

ists, manufacturers of patent medicines, 

beauty lotions and preparations of all 

kinds that require emulsifying. You 

can recommend them as the best mix- 
ers of liquids on the market. 


PUT DAZEY CHURNS ON DISPLAY | | 
IN YOUR PAINT DEPARTMENT 
Order from Your Jobber 


Dazey Churn & Manufacturing Co. &* 
Saint Louis, Mo. 





anne j , 
























ON THE OUTSIDE 
LOOKING IN— 


Even the inquisitive youngster with 
snub nose pressed against your window 
is a prospect for a pair of skates or a 
camp axe. 

The commuter, the farmer, the house- 
wife, all who pass your windows judge 
you.and your merchandise by your 
window displays. 


ley 


‘Business goes where it is invited—,” 
and you will find the window display 
ideas appearing constantly in HARD- 
WARE AGE of great assistance. 
Don’t neglect your best invitation to 
new and increased business. 
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HERE IT IS 


The CLAWSON 
ICE SHAVER 





Shaves ice into uniform crys- 
tal flakes. A size and style for 
every requirement. Built in 
all sizes up to 300 Ibs. per min- 
ute capacity. 

There is a customer waiting 
for just such news. Not neces- 
sary to stock up. Write us. 

Let SHAVED ICE as pro- 
duced by our machines solve 
their food-service refrigeration, 


Snow King (Electric) i i i 
— Ss their drink cooling problems. 








WHY NOT 


YOU SELL AND PROFIT 
THEY WILL SHAVE AND SAVE 











SOLD EXCLUSIVELY THROUGH LEGITIMATE DEALERS 


CLAWSON MACHINE CoO. 
FLAGTOWN, N. J. 


PIONEER MANUFACTURERS AND INVENTORS OF ICE SHAVERS 














CHRADE Q)AFETY 
Push Button Knife 


No Break 
No Brealeing of 


>» aS T= 1 (213 
Kola 





Push the button and the blade opens auto- 
matically. Safety slide locks the button with the blade 
open or closed. DOUBLE-LOCKED—the only Safety 
Knife that is actually Double Locked. It requires two 
motions to unlock and open the knife—therefore safe, 
both conveniently done with one hand 


reve FVERLASTINGLY SHARP sanan 


Manufactured exclusively by 


SCHRADE CUTLERY CO. Walden, N. Y. 
Also manufacturers of a complete line 
of Schrade regular tvpe pocket knives. 

Send for Catalog E. Factories: Walden, N. Y.—Middletown, N. Y. 














“Aldura” Aluminum 
Wire Screen Cloth 

The New York Wire Cloth Co., 342 Madison Ave., New 
York City, has just brought out a new wire screening in dis- 
pensing carton. It is called “Aldura” aluminum wire cloth. 
The aluminum, which is used to replace the bronze or gal- 
vanized iron heretofore employed, is rust-resisting and of 
much lighter weight. “Aldura” wire cloth is packaged in a 
carton of black, orange and gray, the latter color closely 





approximating the color of the wire itself. By following 
the directions on the carton, the dealer may dispense the wire 
cloth without unnecessary handling. The new carton elimi- 
nates use of heayy paper on the roll and does away with 
the label on the ends of the roll. By keeping the stock in 
the dispensing carton, the dealer keeps it free of dust and of 
dirt. Screening is of 16° mesh type, and is offered in several 
widths in 100 lineal foot rolls. Weight of screening is 5 lb. 
per 100 sq. ft. Dealer cost is $4.75 per hundred square feet. 
This product is sold only through the jobber to independent 
retail dealers. 


Allen’s Console 
Type Gas Range 

This Console type 
gas range, model No. 
100 RE, with full 
enamel finish is made 
by the Allen Mfg. 
Co., Inc., Franklin, 
Tenn. Smooth front 
design shows no 
joints or bolts in 
front of range. Front 
is cast in single piece 
with marbleized en- 
amel finish and all 
doors have cast iron 
frame with enamel finish and stamped cushion panel in ivory 
enamel finish. Ends and legs are ivory enamel. Oven has 
1 burner while cooking top has 4 burners. All doors are 
insulated and ovens are finished in enameled lining. Gas 
cock handles and pendant door handles are of Bakelite. 
Other features are cast iron flue connections, utility com- 
partment, large drop door, with convenient vessels, enameled 
burner tray, easily accessible, and reinforced oven bottom. 
Floor space needed is 24 x 39 in., while extreme height is 
4214 in. Shipping weight is 240 lb. Approximate dealer 
cost is $33.00. Extra dealer costs are as follows: Robertshaw 
oven heat control, $9.00; insulated oven, about $5.00, and 
Rutz lighter for cooking top burners, $1.25. 
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“from bicycle rims to bridges” 


Dixon’s Bright Aluminum Paint spans the multi- 
tude of uses in between— 


—resists heat on smokestacks, radiators and auto- 
mobile motors. 


—not affected by fumes of gas tanks. 


—immune to the action of ice, rain, snow, salt air 
or water on bridges, tank cars, factory buildings 
and equipment. 


Dixon's Bright Aluminum Paint is a dealer specialty that the 
consumer, household or industrial, needs for high grade work. 
The small standard case includes eight quarts, sixteen pints 
and thirty-two half pints, six gallons in all. 

Packed also in gallons, five, ten, twenty-five and fifty gallon 
steel containers. 

We recommend the purchase of the small standard case as a 
zood experiment. 

Write for Dealer Prices No. 40 BA 


PAINT SALES DIVISION 


JOSEPH DIXON CRUCIBLE COMPANY 


JERSEY CITY KOE NEW JERSEY 
Established 1827 











OUT OF SIGHT — 
AND OUT OF MIND— 


Display . . . display . . . display 

and still more display. 
What is out of sight is largely 
out of mind. Let your stock 
do its own measure of selling. 
There is a continual stream of 
articles in HARDWARE AGE 
to aid you in effective window 
and counter displays. 


Keep in Step With This Modern Trend 











Put Turnover and Profit in Your 
Wire Sales WER W, 


<. pian Rye» 
wy nicone € 


SOFT COPPER * SOFT GAL'Y * BRASS STEEL [RON 
Oe wert AOL TSET ER toe Mig HEFT OA 


This assortment 
display rack re- 
minds customers 
of their WIRE 
needs — puts 
PROFITS in 
WIRE sales. 
Shows the _ best 
selling sizes and 
prices of soft cop- 
per, soft galvan- 
ized, soft brass 
and spring steel 
wire in handy %4 
Ib. coils, Increases 
sales soon as 
shown. Size: 36 
in. by 18 in. wide. 


SHIPPED DI- 
RECT TO DEAL- 
ERS— WE PAY 
FREIGHT. 


Complete assort- 
ment with stand 


$14.35 
Retails for $20.10. 


Cost of wire to 
dealer $13.40. 


Dealer’s margin, 
96.70. 


ta 


- 














Rack shipped ] = ee 
K. D. in aan - 
carton, rder 
NOW. IGOE BROTHERS 
Manufacturers and Distributors 
69 Metropolitan Ave., Brooklyn, N. Y. 


NEW YORK HOLLIS NEWARK ASBURY PARK 
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figure it out.... 


Just imagine all the old window and door 
screens in your neighborhood; don’t fool your- 
self hoping to sell new screens or screening— 
many cannot afford new screens this year! 
Here’s your chance! Display JIFFY packages 
and cards all over your store during the next 


few months. . 


. you will make sales and profits 


. . and you will increase your good will. Fur- 
thermore, JIFFY won’t harm your new screen 


business a bit! 


625 North 3rd Street, 


Your 
Jobber 
Is 
Ready 
To 
Take 
Care 
Of 


You 


BEAVER MFG. CO. 


Newark, New Jersey 




















+2 f. 
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Your trade will 
appreciate Supe- 
rior Brand 
Hardware Cloth. 
Every rod is a 
quality roll. 
Standard wire, 
—smooth, round 
wire. Evenly 
woven. Heavily 
galvanized. 

This quality 
product costs no 
more 


At your jobber. 


G. F. Wright 
Steel & Wire Co. 


Worcester, 


Mass. 











Mirro “Batter-Seal”’ 
Angel Food 
Cake Pan 


The Mirro angel 
food cake pan is now 
offered with “Batter- 
Seal” feature by Alumi- 
num Goods Mfg. Co., 
Manitowoc, Wis. “Bat- 
ter-Seal” feature pre- 
vents all possibility of 
leakage even though the pan is of the loose bottom type, says 
the maker.. Pan has lustrous Mirro finish, inside Sun-ray and 
bottom satin finish. Cut-out section illustrates the “Batter-Seal” 
which assures perfect cake shape. Attractive colored label 
outlines selling features. It has,a scalloped cut-out in the 
center that slips over the tube and is securely held in place 
by a friction fit. Front side of the label demonstrates the 
features of the pan, including the “Batter-Seal” feature. 
Reverse side of label features four appropriate recipes that 
can be cut out and placed on a standard recipe card or in a 
recipe scrapbook. Pan measures 10% x 4% in. Suggested 
special retail selling price is $1.00. Regular list price is 
$1.50. Dealer costs in different lots are: 12, 69c.; 36, 67c., 
and 144, 65c. each. 








Heddon 
*“Double-Header” 
Bait-Casting Line 

“Double - Header” bait 
casting line, offered by 
James Heddon’s Sons, Dowa- 
giac, Mich., has ends which 
are double braided. Middle 
portion of 40 yards is light 
test and five yards near each 
end is gradually reenforced 
by braiding in extra strands. 
By this extra braiding the 
maker states that double strength and double wear are ob- 
tained. Line may also be reversed, giving it so much extra 
wear and strength. 
This line is par- 
ticularly valuable 
because the extra 
strain on it in 
playing the fish 
close to the boat, 
or in landing it, 
is . matched _ by 
greater strength at 
the ends. “Double- 
Header” lines are 
handsomely _pack- 
aged on individual 
spools with three 
sections, showing 
the heavy ends 
on either side and the lighter test in the center. Spools are 
decorated with gilt, and four spools of line in gilt paper are 
packed in a display box. Line is offered in three weights: 
12, 15 and 20-lb. test, with ends 10 lb. heavier. List price of 
display box is $13.00. It includes 1 12-lb. center line No. 
12/22 list, $3.00, 2 spools No. 15/25 with 15-lb. center at 
$3.25 each, and a spool of 20-lb. center line No. 20/30 at 
$3.50. Usual dealer discount prevails. Other combinations 
may be ordered. 
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PROFIT 


on these Fast Sellers 














THE 


ROSE 


SCREEN DOOR 
CHECK 


The Hastings does everything that high- 
priced sprinklers do—more than most— 
Another Rose 
product, so of course it’s a winner. 


yet sells at only $2.75. 


Whirling or stationary. 
able. 
in any direction. 
durable. 


put on the counter. 





100% adjust- 
Throws fine mist or heavy shower 
A beauty! 
Packed in attractive 3-color 
display carton that makes sales hum when 


The Rose Door Check is a sales leader. 
Priced low—yet beats many an expensive 
model. Novel counter demonstrator con- 
vinces. With the tested Rose Selling 
Plan you can double your check sales 
without extra effort. For all light doors. 
Swift, silent, closes all the way. Simply 
constructed, strongly made beautifully 
finished, quickly and easily attached. 





Light, 


HASTINGS 
LAWN SPRINKLER 


Ask Your Jobber Salesman or Write 


FRANK ROSE MFG. CO. 


HASTINGS, 
NEBRASKA 


General Sales Agent: JOHN H. GRAHAM & CO., INC., 113 Chambers St., New York; 


565 W. Washington St., 
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Chicago, 


Tll.; 268 Market St., San Francisco, Calif. 


Successor Mill Co- 


Roll 
Th Indian jana 
New castle, Indl 





















The 
How their name spread the width 
and breadth of land In a fear- 
some chorus of barks and say- 
agely snapping jaws they broke 
from the Highland forests of old 
Scotland and rushed with the 
speed of the wind down thru 
pastured flocks. Nothing stood 
before that super strength, speed 
and clean cutting teeth—when 
the wolves of Lenox were on 
inh! 


Wolves ef Lenex— 
















Popularity That 
Insures Greater 


Hack Saw Profits! 


Popularity that has 













spread to every corner 
of the land — a demand 
for ‘the tools in the 
plaid box’’ — from shops 
and men to whom hack 
saw blades of super- 
strong, quick cutting 






and long lasting qualities 
are essential. 
Stock up on Wolves of 
Lenox. Watch your prof- 
its shoot up too. 
special sales plan 
help you get these blades 
started in your territory. 
Write for particulars to- 
day. 
The tools in the 















Plaid box 





American Saw & 
Mfg. Co. 
Springfield 
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50 years on a DOOR 
good for 50 years more 











Notabene 


The solid bronze Bommer Spring Hinges swinging the 
big front doors of the old Bank of Manhattan at 40 Wall 
St., New York, since 1880 were still in excellent condi- 
tion when that building was demolished in 1929 to be 
replaced by the new Bank of Manhattan skyscraper of 
73 stories which is also equipped with Bommer Spring 
Hinges—truly an astounding record. 


These Historic Hinges can be seen at our factory 


TRADE {oonne’ MARK 


Milliens and Millions of Peepie 
are Pushing Bommer Spring Hinges 
when opening doors 


Factory at Brooklyn, N. Y. 





























SEXceLsioR’< 





MARK 


Bear that name in mind 
when you want Paint 
and Varnish Brushes in 
which the bristles and 
setting are equalled 
only in brushes that are 
sold at higher prices. 


Offer your customers 
exceptional value by 
carrying “The Excel- 
sior Line”. 





Ask your Jobber for 


prices. 


Made by Edward E. Robinson 
347 West Broadway, New York, N. Y. 
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is Sold All Over the World 


M ERIT alone is responsible for the fact that the 
Russell Jennings Auger Bit (“The Bit of Least 
Resistance”) is sold in good hardware stores in this and 
foreign countries. 


The reasons: Feed screws with clean, sharp threads— 
thin-filed extension lips—spurs of compass-like accuracy 
—sharp cutting edges that stand up—throat shaped for 
ample chip clearance. These points, plus micrometric 
sizing and factory tests in hickory, assure uniform 
accuracy and dependable performance. 


Distributed Thru Wholesalers 
The RUSSELL JENNINGS MFG. CO., Chester, Conn. 








The Flexo- 
tray Ice 
Cube Tray 


Illustration 
show the Flex- 
otray being re- 
moved from 
electric refrig- 
erator freezing 
pan. The Flex- 
otray is made of fine, pure rubber, flexible, clean and durable, 
says the maker. The Inland Mfg. Co., Dayton, Ohio, offers 
Flexotrays to retail at suggested prices ranging from $1.50 
to $2.25, aecording to size, capacity and type of refrigerator 
for which it is intended. To remove the Flexotray it is simply 
necessary to life it by the tab. In removing all ice cubes, 
the tray should be flexed or twisted slightly, then turned 
upside down. Fruit juices and beverages may be frozen in 
the Flexotray. Cleaning may be accomplished by washing. 
For storing extra cubes, the maker suggests that extra trays 
be purchased and placed face to face under the freezing 
compartment of the refrigerator. Flexotray is offered to 
dealers whether or not they carry electric refrigerators. For 
Frigidaire and General Electric electric refrigerators, the 
company makes the Quickube and Du-Flex trays respectively. 
The Flexotray is available in sizes to fit practically all other 
electric refrigerators. Dealer discount ranges from 25 per 
cent to 40 per cent for lots of less than twelve to lots of 
three dozen or more. 





Foley Offers Improved 
Automatic 
Saw Filer 


The Foley Mfg. 
Co., Inc., 11 Main 
St., N.E., Minne- 
apolis, Minn., has 
announced the 
model F-24 im- 
proved automatic 
saw filer, said by 
the maker to be 
the only machine 
for automatically 
filing and _ joint- 
ing hand, band 
and circular saws. 
It is designed 
with all bearing 
surfaces above the 
level of the file, so 
that no metal particles from the filing can reach them or work 
into them. Simple takeup adjustments for wear insure the 
original accuracy. Circular saws up to 24 in. in diameter can 
be filed, as well as band saws from }% in. up to 4% in. wide, 
and all types of hand saws. It will file teeth from 3 to 16 points 
to the inch on all saws that can be filed with 3 cornered file. 
Dealer cost on automatic saw filer F-24 is: $200, bench model; 
$230, bench model with band saw wheels; $230, filer mounted 
on pedestal without band saw wheels, and $260 for filer on 
pedestal with band saw wheels. Model F-16 for circular 
saws up to 16 in. in diameter costs dealer as follows: bench 
type, $175; bench type with band saw wheels, $205; filer 
on pedestal, without saw wheels, $205, and filer on pedestal 
with band saw wheels, $235. Pistol Grip hammer and anvil 
saw set, described in last week’s issue of Harpware AGE, 
lists at $4.50 each. Discount to dealer on saw set is 30 per 
cent. 
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ATLAS QUALITY HAS BEEN STANDARD SINCE 1810 


“ATLAS TACK 
CORPORATION 
FAIRHAVEN, MASSACHUSETTS 
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CAP SCREWS 


Wood, Drive, Coach, Machine, Set, Cap, 
Thumb SCREWS 
SPECIAL AUTOMATIC SCREW 
MACHINE PRODUCTS 
Stove, Tire, Sink BOLTS 
Machine Screw, Stove and Tire Bolt, 
U. S. S., S. A. E. Castellated, S. A. E. 
Plain NUTS 
Jack, Plumbers’, Register, Safety, 
Furnace, Ladder, Sash CHAINS 
Escutcheon Pins 
Speedometers Tachometers 


THE CORBIN SCREW CORP. 


THE AMERICAN HARDWARE CORPORATION, SUCCESSOR 


NEW BRITAIN, CONN. 
Warehouses: 
New York Chicago Philadelphia 











A mere 
pinhole 

in a roof 
can do 
hundreds 
of dollars 
worth 

of damage. 


A few cents 
worth of 
Pecora 

W eathertite 


will stop 
pinholes 


Nice profit 
for you. 
Write for 
generous 
offer. 








Roof Coating 


or cover many 
square yards. 


Pecora Paint Co. 


4th St. and Glenwood Ave., Philadelphia, Pa. 
Established 1862, by Smith Bowen 





Get.. 








“RICH” Quick 
for LADDERS! 


The RICH Line includes ladders 
for every purpose — enabling 
you to meet every requirement 
of eyery customer seeking a bet- 
ter, dependable ladder. All 
RICH Ladders are carefully 
made of finest grade, selected 
West Coast spruce; strong, light 
in weight and SAFE. 


Complete catalog and _ prices 
mailed on request. Write NOW! 


The Rich Pump and Ladder Co. 


CINCINNATI, OHIO 


RICH 


LADDERS 


















with the 
“RIGHT FEEL” 


There’s all the difference in the world between handling a Bal- 
anced Rubristo Brush as compared with the ordinary brush. The 
weight is perfectly distributed. There is no trace of top-heaviness 
and you can work around in the hard-to-get-at places with extreme 
facility. 

Add to this the generous length of bristle and you have a brush 
that enables you to turn cut more in a day’s work—and that pays! 
For these and other reasons, we know that it will pay you to 


standardize on Rubristo Brushes. 
Write for our catalog. 


HANLON & GOODMAN CO. 
342 Madison Ave. 


New York 


























Here is the fastest-selling 
Patching Wood in America 


\4 |b. can - 
25c seller 


Bigger Profits! 
Quicker Turnover! 


Also in tubes and 1-lb. 
cans. Order from your 
jobber, or write direct. 


The 
SHEFFIELD 


Bronze Powder & Stencil Co. 


5817 Kinsman Road 
Cleveland, Ohio 

















2/3 actual size 

















p BRUSH-NU COMPANY 


BALTIMORE MARYLAND 














Walworth Lubricated 
Plug Valves 


Lubricated plug valves, for oil, 
gas, water and other industrial ser- 
vice, and lubricated service cocks 
for gas and air are now available 
from Walworth Co., Statler Build- 
ing, Boston, Mass. This addition to 
the Walworth line followed the ac- 
quisition of basic patents by the 
company. This type of valve gives 
all of the much desired advantages 
of full, direct port opening with a 
quarter,turn of operating handle or 
wrench. Valves are smooth-turning 
and can be throttled or opened wide at will. Tight seating is 
assured by the fit between plug and body and the lubricant 
seal, while the lubricant also prevents wear. They are avail- 
able in practically all types and sizes and in metals suited for 
the services required. They are furnished for high as well 
as low pressures and for vacuums, suitable for air, oil, water, 
gasoline, gases, chemicals, hot tar, hot oils, etc. Walworth 
Co. engineers have developed several kinds of lubricants for 
various service conditions, with reference to pipe line con- 
Long life and a mini- 





tents, temperatures and other factors. 
mum amount of maintenance labor are assured by use of the 
correct lubricant. Valves may be operated with ordinary 
monkeywrenches, although special operating handles are 
made and on larger sizes hand wheels are furnished. Plane- 
tary geared handles also can be furnished on certain sizes 
of valves. 


Brown & Sharpe 
Pump No. 4 

The Brown & Sharpe Mfg. Co. 
R. I., offers a 
pump of larger capacity than 
their Nos. 1, 2 and 3 geared 
pumps in their regular line. This_ 


of Providence, 


pump, known as a No. 4, has a 





capacity of 15 g.p.m. at 500 r.p.m., 

with a corresponding increase in discharge of 3 g.p.m. for 
each 100 r.p.m. increase up to a maximum of 30 g.p.m. 
at 1,000 r.p.m. Suction and discharge ports of 114 in. pipe 
size provide for the most favorable handling of this volume 
of liquid. The No. 4 pump is of the same design and 
construction as the other made by this manufacturer. It in- 
cludes all those features possessed by them and is particu- 
larly adaptable as a coolant pump for machine tools as its 
volume permits of a copious supply of coolant, either under 
pressure where such may be desirable, as for drilling and 
flushing out chips, or where a cascade of coolant is desired 
without pressure. For larger machinery it makes a very 
efficient lubricating pump. The use of this pump is not con- 
fined to machinery or machine tools, but to various other 
applications. Complete power unit, electrically driven, is 
available. Any of the pump accessories, except relief valves, 
available for the Nos. 1, 2 and 3 Brown & Sharpe geared 
pumps may be incorporated as a feature of the No. 4 pump. 
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| NET-WICK 


Poultry Fence Never Sags 


Our new combination of mesh and gauge 
wire is reinforced so securely that no 
rail support is needed at top or bottom 
to prevent sagging. Both Horizontal and 
Perpendicular wires are FULL GAUGE 
and made from best Open Hearth Steel. 
We control every operation. Galvanized 
before or after weaving. Your jobber will 
supply you. 

















Consistently Profitable 
| IBS The Brown & Sharpe policy is to add new 


tools to keep pace with the changing de- 
mands of skilled mechanics. As a Brown & 
Sharpe Dealer you are able to secure a consis- 
tently profitable business from this important 
class of customers. Brown & Sharpe Mfg. Co., 
Providence, R. I. 


Brown & Sharpe Tools 


“World’s Standard of Acecuracy’”’ 











SAMS TRADE MARK 


SAMSON CORDAGE WORKS 


BOSTON, MASS. 


ete) 5 an OO). 0D, 


. AMSON SPOT, PHOENIX and SACHEM brands 


each the standard of quality for its particular use. 
“There IS a Difference in Sash Cord”’ 
OTHER BRAIDED CORDS: COTTON TW NES 


Send for catalogue, amples and selling information 





The Fastest Selling 
Curtain Novelties 


Every woman who sees the new 
brilliantly colored, glass 


Moore Decorative Fasteners 


for Curtains, Tie-backs, Draperies, 
Tapestries, etc., wants a supply for 
her home. 


Mounted 2 on a block, cello- 
phane wrapped, or large size, 1 
on a block. Packed 48 blocks 
to a carton. 

Ask your Jobber today. 


MOORE PUSH-PIN CO. 
Wayne Junction, Philadelphia, Pa. 
























GAINING IN POPULARITY 
PAINE 


Spring Toggles 


For attaching any object to 
hollow walls or ceilings. 
Simplest and Quickest in 

Operation 
Any size — Any Style — Any 
Finish 
Send for free samples—Sold thru jobbers. 


THE PAINE COMPANY 


2955 Carroll Ave. 79 Barclay St. 
Chicago, Ill. 3 New York, N. Y. 
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SPECIAL TABLE OFFER 









This Heller Merchandis- Q5 Think of a genuine Heller Merchandising 
ing Table only........ : Table for only $23.95! A new, up-to-the- 
Balance $5 per month Down minute table, designed to increase your 





for four_months. sales. At this low price, you can afford 
to equip your store with tables. Easy 
monthly payments make it possible to pay 
for them out of income they bring you. 
Full size—7 ft. x 30% inches. Height 
34% in. Beautifully finished in medium 
gloss oak. This 





offer is good for 

summer months F R E E ! 
only, so hurry! Six Merchandis- 
You may never ing setups fur- 


nished free with 
each table. 

ups alone werth 
price of table. 


have another 
chance to buy 
genuine Heller 
equipment at so 
low a price. 

SS BSS SS SSS SSS SBS SSB eSeeaeaan 


SEND THIS’ W. C. HELLER & CO., Montpelier, O. 
Please ship ........ No. 27 tables as advertised. 
COUPON 











Send complete ‘information on your special summer 
offer on No. 27 tables. 
6A SIGN NAME AND ADDRESS IN MARGIN 
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Woodworth 
ViseGrip 
Wrench 

The Woodworth 
ViseGrip wrench, 
made by Wood- 
worth Specialties 
Co., Binghamton, 


N. Y., is adjustable 
like an ordinary monkey wrench, but has two handles which 


when closed like plier handles actuate a toggle joint forcing 
the jaws together like a vise. It slips loosely on or off the 
nut, but is absolutely tight in use, says the maker. Head is 
electrically welded to the shank, uniting them into one piece. 
It measures about eight inches long when closed and lengthens 
as the jaws open. It may be used like parallel jaw pliers, 
but can be set to open much wider and has a much more 
powerful grip. Wrench is made with plain jaws for handling 
nuts and with pipe plier jaws for any work where pipe pliers 
or a small wrench would be used. On either type wrench is 
a small wire cutter on the back of the jaws. Wrench is 
cadmium plated to prevent rust. List price is $2.00. Dealer 
cost is $1.40 for one wrench or $1.25 each for complete 


carton of 10. 





Ray-O-Vac Radio Batteries 
Have Fibrax Seal 

To meet the demand of dealers and distributors for a 
radio battery seal, proof against breakage in shipment and 
handling, Fibrax shatter-proof seal is used on Ray-O-Vac 
radio batteries of the extra-heavy duty, heavy-duty and stand- 
ard types. The French Battery Co., 20 N. Wacker Drive, 
Chicago, IIl., states that in addition to eliminating loss and 
trouble caused by broken battery seals, this new type of 
construction reduces shipping costs, guards against short- 
circuiting by moisture, and insures permanently solid ter- 
minals. Fibrax seal is said to combine the best features of 
wax and paper seals, eliminating the disadvantages of both. 
It is of light weight, extremely tough and strong, and has 
resiliency impossible to obtain in wax alone, states the maker. 
Added reinforcement for battery terminals is also included. 
A tough, shock resisting layer of reinforcing fiber board 
strengthens the seal. It is fused to the inner block of cells by 
asphalt filler which clings to the rough fiber surface of the 
board, gripping the edges. Entire construction forms a solid 
seal unit which in turn is permanently anchored to the unit 


block of cells. 





Stanley Nail Set 
Display Stand and 
Engineers’ Rules 
The Stanley Rule & 
Level Plant, New Bri- 
tain, Conn., offers this 
sturdy stand, with its 
attractive wood base 
and nickeloid top, free 
with an order for 36 
No. 1134 square head 
nail sets of any size or 


assorted sizes. Stand is 
particularly attractive 
and practical. It holds 





two dozen nail sets, yet 
requires only a five-inch 
space on the counter. Tools are displayed so that it is easy 
for the customer to select the size desired. The Stanley 
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organization also offers two new “Zig-Zag” rules, graduated 
in 10th and 100ths. No. 166 “Stanley” has strike plates, 
concealed stainless joints and a durable finish of white lacquer 
enamel dressed up with green diamonds and green ends. 
“Victor” No. 866 has rivet joints, brass plated, finished with 
white lacquer. Rules are graduated in 10ths and 100ths of feet 
on one side and l6ths of inches and 12ths of feet on the 
other. These rules are particularly convenient for engineers, 
architects, surveyors, road builders, draftsmen, and others 
who work with drawings scaled in decimals. 











Diamond Calk, 
Toed, Heeled 
Horse Shoes 


Diamond horse- 
shoes for summer 
wear, toed, heeled 
and ready to nail, are 
drop forged from 
special analysis high 
grade steel. Diamond 
Calk & Horseshoe 
Co., 46th St. and 
Grand Ave., Duluth, 
Minn., offers these 
shoes in front and 
hind patterns from 
sizes 2 to 7 inclusive. 
The maker states that they are well balanced, shaped to fit 
easily, and that the nail holes are clean and correctly tapered 
and spaced. 








Myers Double Acting 
Working Barrel 


The F. E. Myers & Bro. Co., 
Ashland, Ohio, offers this double 
acting working barrel. It has 
quick closing spring cushion pop- 
spool Yalves, curved metal sup- 
port at the base of each cup 
leather, which holds the leather 
to its original shape or form, 
causing the upper edge of the 
leather only to come in contact 
with the cylinder wall. Check 
valve is identical with plunger. 
Valves are interchangeable. An 
inner tube is used instead of an 
outside by-pass which requires 
more space and a larger well 
pump or a smaller diameter 
cylinder. Water enters through 
the lower check valve, making 
submersion of working barrel 
unnecessary. Barrel equalizes 
its own load. Although the cost 
of the double acting cylinder is 
greater than that of the single 
type, it will supply from 60 to 
70 per cent more water. Another advantage of such a barrel is 
that a smaller size working head or deep well power pump 
can be installed. 
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Ceming Hardware 
Conventions 


Iowa RETAIL HARDWARE ASSOCIATION CONVENTION AND 
EXHIBITION, Des Moines, Feb. 9, 10, 11, 12, 1932. Con- 
vention sessions will be held at the Hotel Savery, and the 
hardware exhibit at the Des Moines Coliseum. Philip R. 
Jacobson, secretary, lowa Hardware Building, Mason City. 


MicHicAN Retail, HARDWARE ASSOCIATION CONVENTION 
AND EXHIBITION, Detroit, Feb. 2, 3, 4, 5, 1932. Secretary’s 
Office, Marine City. 


MINNESOTA RETAIL HARDWARE ASSOCIATION CONVEN- 
TION, Jan. 26, 27, 28, 29, 1932. Place of meeting to be 
decided later. Chas. H. Casey, manager-treasurer, 2344 
Nicollet Ave., Minneapolis. 


Mississipp1 RETAIL HARDWARE ASSOCIATION CONVEN- 
TION, Buena Vista Hotel, Biloxi, June 15, 16, 17, 1931. 
Guy Nason, secretary, Starkville. 


NaTionaL Exrectric Licot AssociaTION CONVENTION 
AND ExursiTion, Atlantic City Auditorium and Conven- 
tion Hall, Atlantic City, N. J., June 8, 9, 10, 11, 12, 1931. 
A. Jackson Marshall, secretary, 420 Lexington Ave., New 
York City. 


NATIONAL RETAIL HARDWARE ASSOCIATION CONVENTION. 
Hotel Cleveland, Cleveland, Ohio, June 22, 23, 24, 25, 
1931. H. P. Sheets, Managing Director, 915-935 Meyer- 
Kiser Bank Building, Indianapolis, Ind. 


New Encianp Retait HARDWARE DEALERS ASSOCIATION 
CONVENTION AND EXHIBITION, Mechanics Building, Boston, 
March 2, 3, 4, 1932. Convention, Paul Revere Hall; Ex- 
hibition, Machinery Hall. Headquarters, Hotel Statler, 
George A. Fiel, secretary, 140 Federal St., Room 225, 


Boston, Mass. 


NortH DakoTa RETAIL HARDWARE ASSOCIATION Con- 
VENTION AND EXHIBITION, Feb. 10, 11, 12, 1932. Place 
of meeting to be decided later. C. N. Barnes, secretary, 
Grand Forks. 


SoutH Daxota Retart Harpware AssociaTion Con- 
VENTION, Sioux Falls, Feb. 2, 3, 4, 1932. Chas. H. Casey, 
manager-treasurer, 2344 Nicollet Ave., Minneapolis, 


Minn. 
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It Holds its Shape 


After years of constant service a mechanic will find 

his Pike India has not grooved at all. No other fast- 

cutting stone will hold its 

shape or wear down so slow- 
ly as the 


iz INDIA OILSTONE 


In fast-cutting speed it has no supe- 
It is, therefore, the most eco- 
nomical stone to use. Mechanics all over the world 
testify to its wonderful qualities. Oil-filled in the mak- 
ing which prevents glazing. The most satisfactory stone 
for dealers to handle. Specify Pike India to your jobber. 


Pike Manufacturing Co., Pike, N. H., U. S. A. 


Ges) Almost Unbreakable 


You never hear of a 
COES Wrench 
“breaking down” un- 
der the strain. It’s 
built strong to last 
long. 


rior. 






































Seven popular 
sizes: 6” to 21”. 
All good sellers. 
Ask your jobber. 


BEMIS & CALL COMPANY 
Springfield, Mass. 














NO SPECIFICATION 
sounder CAN BE MADE 


Those who specify Sargent Hardware have come to 
consider it—not merely as equipment of the required 
high quality—but as an additional means of express- 
ing true character in decoration. Sargent & Company, 
New Haven, Conn., New York, Chicago. Belleville- 
Sargent & Co., Ltd., Belleville, Ontario, Canada. 


SARGENT 








LOCKS AND HARDWARE 








flundreds of Orders like this. 
Good Margin, Big Profits 
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CLASSIFIED ADVERTISING 
RATES 


Advertisements from unemployed 
accepted free of charge; inserted 
in two consecutive weekly issues. 
Box number address may be used. 
All replies will be forwarded by us 


Each additional 


post paid. Each additional 
Positions Wanted and Help Wanted adver- 
ti s at S ial Rate of one cent a 





word, minimum fifty cents per insertion. 











Use the “Classified Opportunities Section” to Reach Hardware Manufacturers 


Manufacturers’ Agents, Jobbers, Jobbers’ Salesmen, Retailers and Retail Salesmen 
THE FOLLOWING RATES 


apply to “Business Opportunities,” “Sales 
—_— Accounts Wanted” and “Sales Representa- 
tives Wanted” advertisements. 





Set Solid, Minimum of 5 lines......$3.00 
All Capitals, Minimum of 5 lines.... 4.00 


Average 10 words to a line 
Allow One Line for Keyed Address 


Remittance Must Accompany Order 


Samples of merchandise, literature, catalogs, etc., requiring more than ordinary reforwarding postage should not 
be addressed to box numbers 


BOXED DISPLAY RATES 
BD fmeh ccccccccccccccccesccc ce cee 
Each additional inch...........+++ 400 


Discounts for Classified Advertising 
4 insertions, 10% off, 8 insertions, 15% off. 
Due to the special rate, these discounts de 
not apply on Position Wanted or Help 
oo Ee ee ee Wanted Adverti Re 
HARDWAREAGE is published each Th d 
Forms close Nine Days previous to date of 
publication. 
Address your advertisements and replies to 
HARDWARE AGE, Classified Opportunities, 
239 West. 39th St., New York City. 


























POSITIONS WANTED 


POSITIONS WANTED 





HARDWARE MAN, 30 years of age, married, American, 10 years’ 
general experience as shipping, stock, receiving clerk and order picker. 
I am familiar with the hardware, auto accessories, electrical, plumbing 
supplies and house furnishings, can drive car. Desire connection with 
manufacturer, jobber or retailer, Last position held for large auto acces- 
sories chain store organization as warehouse manager. Salary no object, 
will travel if necessary. Can supply best of references. Address Box 
J-352, care of Harpware Ace, New York City. 





HARDWARE MAN. 35 years of age, married, has had 14 years’ ex- 
perience in General Hardware, Plumbing, Electrical work also Farm 
Machinery and has specialized in MHot-Air Furnace Installation and 
Repair. Can give references. Address Box J-353, care of HARDWARE AGE, 
New York City. 





SITUATION WANTED: By young married man expertly experienced 
in builders hardware formerly connected with two largest manufacturers 
both in New York City, state and also Chicago. Now is the time to start 
getting the additional business that goes with building. Willing to start 
at modest salary until ability is demonstrated. References exchanged. 
Address Box J-348, care of HarpwarE Ace, New York City. 





HARDWARE MAN of twenty years’ experience in wholesale and re- 
tail hardware business, also sporting goods, paint and supplies. Forty 
years of age, single, sober and industrious. Capable of taking charge and 
handling men, desires change. Can furnish first-class references. Middle 
West or South preferred. Address Box 1-983, care of Harpware AGE, 
New York City. 


HARDWARE MAN, 36 years of age, 15 years’ experience in wholesale 
and retail hardware. Able to handle Tool Department or trim windows. 
References. Will consider traveling position for manufacturer. Address 
Box J-344, care of HarpwareE AGE, New York City. 





POSITION WANTED by Hardware man with twenty years’ experience 
buying and selling Hardware, Paints, Housefurnishings and Sporting 
Goods and two years selling cutlery on the road. Address Box J-349, care 
of Harpware Ace, New York City. 





SALES REPRESENTATIVES WANTED 








Middle Western States Open 


A manufacturer who makes a standard product going to 
Hardware Dealers has good territories and is seeking 
permanent connections with good men. The product has 
merit that pulls a very high repeat business. References 
required and given. 
ADDRESS BOX NO. J-355 
eare Hardware Age, New York City 














_ SALESMAN—Sixteen years’ experience with manufacturers and jobbers 
in East and West desires position. Single, age 43, willing to go most 
anywhere. Covered southern New York State for one of leading hardware 
sporting goods, auto accessory jobbers the last seven years. Best refer- 
ences. Address Box J-332, care of HarpwareE Ace, New York City. 





SALESMAN has traveled northern and western New York, has car, 
age 40, drawing account against commissions, hard worker and producer, 
now open to accept connection familiar with hardware, paints and sporting 
goods but could adapt self to other lines. Address Box J-343, care of 
Harpware AGe, New York City. 





BUILDERS’ HARDWARE MAN with 15 years’ experience desires 
position with builders’ hardware manufacturer, as factory representative. 
Have covered state of Ohio and metropolitan district for Schlage Lock Co. 
among dealers, architects and builders. Address Box J-351, care of Harp- 
WARE AGE, New York City. 





YOUNG MAN, married, age 32, with 14 years of hardware experience. 
6 years of which have been as buyer and manager. Have kept abreast 
with the times and know how to sell hardware. An excellent window 
trimmer. Can you use him? Address Box J-350, care of HARDWARE AGE, 
New York City. 








OPPORTUNITY 


Some one once said: “Opportunity knocks 
but once at every man’s door.” 

It’s different in the Classified Opportunities 
Section of Hardware Age—here opportun- 
ity is knocking all the time. 

Your advertisement in these columns will 
secure Sales Representatives, find a Posi- 
tion, gain Sales Accounts or Sell a Business. 


HARDWARE AGE 


Classified Opportunities Dept. 
239 West 39th Si. New York 
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SALESMEN, calling regularly on retail hardware dealers and de- 
partment stores to sell our combination assortment of Pocket knife hones, 
kitchen knite sharpeners, scythe stones and oilstones as side line on 
commission basis. Cost only a few dollars and merchant makes 100% 
profit. Best assortment ever offered. All quick sellers. Liberal com- 
missions paid weekly. Four small light samples. Address GOODRICH, 
1500 Madison, Chicago, III. 





ROPE SALESMAN WANTED. 100 per cent pure Manila rope, 14c. 
lb. basis. Fast selling side line, five per cent commission. United Fibre 
Company, 82 South Street, New York City. 





SALESMEN calling on wholesale hardware and Sporting Goods Jobbers 
to handle Pitching Shoes on a commission basis. Address Box J-346, care 
of Harpware Acz, New York City. 





SALESMEN WANTED—To sell Malleable Fittings, pipe nipples, pipe 
couplings, unions and brass goods at 744% commission on direct or re- 
peating orders. Write for full details. CINCINNATI NIPPLE & MFG. 
CO., 1557-69 Gest St., Cincinnati, Ohio. 





WANTED—Salesmen calling on retail hardware and Automobile Acces- 
sory. trade, to sell on commission, an additional line of new and improved 
small tools, made by a manufacturer who has had a world-wide reputation 
for making similar tools. Address Box J-356, car of HarpwarE AGE, 
New York City. 





SALES ACCOUNTS WANTED 








SALES ACCOUNTS WANTED 


Metropolitan District. Experienced man who knows 
how and where to sell hardware and housefurnishings 
wants to represent manufacturers on fully protected 
commission basis. Highest references. Address, Box 
Number J-341, HARDWARE AGE. 














ORGANIZATION CONTACTING JOBBERS, department and chain 
stores desires to represent reputable manufacturer in New York City and 
surrounding territory. Give full details. Address Box J-354, care of 
Harpware Ace, New York City. 
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INDEX TO ADVERTISERS 

















THE ADVERTISERS INDEX is published as a convenience and not as a part of the advertising contract. 


No allowance will be made for errors or failure to insert. 


Every care will be taken to index correctly. 





Acme Shear Co...... . 
Allen, 8S. L., & CO......eeeeees 
Allith- Prouty Co. 
American Chain Co. 
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Has it ever occurred to you that 
Savabrush can help you actually in- 


crease your sale of new brushes? , 


There’s no deep-dyed secret about it, 
either. Listen— 


Nine times out of ten when a cus- 


tomer buys paint, varnish, shellac or , 


enamel, he or she will ask for “a 
cheap brush.” Now you know it isn’t 
good business to sell a cheap brush 
because a cheap brush invariably 
means a poor job. But Mr. and Mrs. 


Customer don’t know it or, perhaps, - 


don’t want to know it. 

What sticks in their craw is the 
fact that, good-quality brush or poor- 
quality brush, it is only going to 
“cake up” after the job anyway. 
Hence where’s the dollars-and-sense 
in splurging on a better brush? 
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old Paint Brushes. 












Live-minded dealers, how- 
ever are using this sort of sales-strat- 
egy: They make it a point first to sell 
Savabrush to the customer, then a 
good brush. Because, if that brush 
is left to get hard and “gummy,” Sav- 
abrush is right there to bring it back 
to life and usefulness. 


A 10c midget size of Savabrush will 
clean two “tough-looking” brushes; 
and a 60c (pound) can will clean a 
baker’s dozen. Clean’em right down 
to the heel, too! Ask your jobber! 
Schalk Chemical Co., 357 E. Second 
Street, Los Angeles. Eastern Branch: 
3932 So. Lincoln Street, Chicago. 
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ugs will die this summer 





Tu E mortality rate among insects— 
flies, mosquitoes, moths, household 
bugs of every kind—is going up this 
summer. The reason is that so much 
O-Cedar Spray is being sold. 

O-Cedar Spray sells because: It is 
“20% stronger.” It kills insects dead. 
Its cedar fragrance makes it pleasant 
to use. It kills moths and household 


odors. It has the backing and good 


7s a 
For a limited 
time 2 free 
with 12 


Consult your 





is killing them 


will of the O-Cedar name—one of the 
best known trade names in America. 
It is nationally advertised —aggres- 
sively and consistently throughout 
the insect season. 

Gét your share of this business. Check 
your stocks. Put O-Cedar Spray on your 
counters and in your windows. It will 
attract customers to your store. Order 


through your jobber’s salesman. 


O-CEDAR CORP’N 
4501 S. Western Ave., Chicago, Ill. 
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